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ieen hearing a lot 
lout the Storz Station 
'Inch ones we 




I i~-with KOMA, Oklahoma City — 
riite 5 markets where all you have 

if^ljfo get the big audiences — and the 
riults — is to pick the Storz Station. 

Xf, Minneapolis-St. Paul. 275 first 
hours; only S5 for 2nd station. First in 
audience. (Pulse.) 50,000 watt station, 

!' t 50,000 watt personalities. Call John 
Co., or GM Jack Thayer. 
Kansas City. 3 -way dominance' Far 
t in every hour of every metro and 
vcy. Audiences in the 40% bracket, 
fen and women than the next 3 stations 
I Call John Blair & Co., or GM George 
strong. 
, Oklahoma City's only 50,000 watt 
And clear-channel, too! Watch KOMA 
ward the top — and take you along with 
^ John Blair & Co., or GM Jack Sampson. 



WTIX, New Orleans. New 52-countv Area 
Pulse shows WTIX first 360 out of 360 ^ hours; 
first morning, afternoon, evening. 2,500,000 
people now in the WTIX area since the change- 
over to 5,000 watts and 690 kc. Call Adam Young 
Inc., or GM Fred Berthelson. 

WQAM, Miami. First 240 of 240 \\ hours. 
(Latest South k Central Florida Area Pulse.) First 
280 of 280 daytime j4 hours. (Pulse.) First 
with 40.5% and 264 of 264 davtime \\ hours. 
(Hooper.) Call John Blair & Co., or GM Jack 
Sandler. 



The Storz Stations 

TODD STORZ, President 

Home Office: Omaha 
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K-7 AMARILLO RATINGS 

UP 44% 

. . . AND . . IN JUST 30 DAYS . . . 

OCTOBER 30 New ownership and management premieres all-new pro- 
gramming ami operational plan for K\ Tl f \ again t two strongly en- 
trenched competitors, both on the air since 1953! 

NOVEMBER 30 One mouth later, AKB begins regular survey, after the 
new K-7 pattern in operation only u day - ' 



RESULTS 



• K-7 OVERALL SHARE OF AUDIENCE .._ _ UP 44%! 

. K-7 6 PM-MIDNIGHT SHARE OF AUDIENCE UP 51%! 



K-7 



| I . K-7 6 TO 10 PM SHARE OF AUDIENCE UP 68%! 

The dynamie new approach to television in Amarillo taken by KVIl-TV (K-7) 
saw the initial ratings in more than 30 hours- of programming DOUBLED, and 
ratings sharply increased in more than 90' < of the rated time periods. K-7's 
Movie Spectaculars are the highest rated movies IN THE MARKET! K-7's 
"All Aboard For Fun" is the highest-rated local children's program IX THE 
MARKET ! 

IN TOTAL RATING POINTS . . 
K-7 is FIRST on Sunday, Tuesday and Thursdays be- 
tween 6 and 9:30 PM ! 3 DAYS OUT OF 7 . . in just 
30 days time. 

II ow did K-7 do it so quickly? By combining the know-how and many 
years of experience, of its new management team — an exciting and ex- 
panded program schedule — and the most forceful promotion campaign 
in the city's history! 

Those are only the FIRST reports! The flexibility of the NEW K-7 
permits the addition of new and powerful vehieles where a weak point 
appears. Add up these first results — remembering that K-7 is now 
full power with Hl(i,000 watts— and you've got a STORY! All done, 
by-t he-way, without gimmicks or give-aways. Get the COMPLETE 
AXD KXC1T1N(J story of the new K-7 (KVIl-TV) from your Boiling 

kvii-tv e 



C. R. 'DICK' WATTS 
VICE-PRES. AND GEN. MGR. 



REPRESENTED NATIONALLY BY 
THE BOLLING COMPANY 



it takes TALENT brother . . . and 




THE 
BIG 
DIFFERENCE 
IN 

v PHILADELPHIA 
p s s RADIO 
IS 




TALENT THAT SELLS 

on the station where the most 
important sound is your commercial 



ISI 



WPEN programs believable, selling, local 
personalities 24- hours a day, 7 days a week 
Talent— that's why more local and more national 
advertisers buy WPEN than any other 
Philadelphia radio station. 
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DIGEST OF ARTICLES 

Will media and marketing bend? 

29 Quielly, without fanfare or hoopla, marketing and media departments are 
moving closer together. What is significance for media johs of future? 

How to use a spot tv star 

32 Mary Ellen's Jams increases distribution by merchandising its star to 
chain buy r% store managers and consumers in a five-market promotion 

Were we too tough on the oil boys? 

34 sponsor Commercial Commentary column which called oil "the worst- 
advertised big industry"' draws congratulations, complaints from readers 

Parti-Day checks winter ice cream sales 

35 As 26-week Wisconsin test of day tv nears half way point. Parti-Day 
Topping investigates effect of 25-30% seasonal ice cream sales drop 

A different image in every port 

36 Champale malt beverage makes a virtue of its lack of uniform appeal, 
uses radio to tailor its approach to specific groups in each market 

Sponsors faithful to network tv 

37 Vear-end tally shows that in eight out of 10 program changes, clients 
held on to same time period. Comparagraph of network programs and costs 

sponsor asks: How do you sell against newspapers? 

44- With ANTA intensifying its effort to minimize tv beside newspapers, 
station men tell how they have taken up the offenses against print 

SPECIAL SECTION: TV COMMERCIALS 

47 sponsor reports on what's ahead in tv commercials for 1959 with a 



16-pagc special seetio: 
film developments, wh 
creativity, plus spot i 



covering the implications of tape, some i 
t's on the horizon in new techniques, the I 
■ws on film and tape commercials product 
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The 
SALESMAN 

makes a 
difference . . . 



and so does the 
STATION! 



ifou can bet on it — a reputable, believable 
Salesman will make less noise — and make more sales — 
han a carnival pitch man. 

|iO,000-watt WHO Radio is the most believable, effective 
I alesman in this State. Iowa has confidence in WHO 
, ecause WHO has confidence in Iowa. We have proved 
ur faith for decades — by building and maintaining the 
reatest Farm Department in Mid-America — the greatest 
'ews Department — a fine, professional Programming 
•epartment that does a lot more than play the "first 50". 

33 s n result, more Iowa people listen to WHO 

t lan listen to the next four commercial stations 

cm )tnbined — and BELIEVE what they hear! 

. '* 

fSs f course you are careful about the salesmen you 

re. You of course want to be equally careful 

31* )out your radio salesmen. Ask PGW for all the 

«J '.cts about Iowa's GREATEST radio station! 




WHO 

for Iowa PLUS ! 

Des Moines . . . 50,000 Watts 

Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 
Robert H. Harter, Sales Manager 



I 



Peters, Griffin, Woodw; 
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If 

You Want 

KING SIZED 

Coverage 
In King Sized 
PORTLAND OREGON 
Market 



SPORTS 



and Always 
Get 

KING SIZED 






NEWSMAKER 

of the week 



The appointment of Nat Wolff as a vice president in the 
radio/tv department of Y&R brings back a veteran showman 
to the agency after a hiatus of more than two years during 
which he worked for NBC and was partner in a tv film firm. 

The newsmaker: One of the most highly-respected talent 
and program specialists in the tv business, Nat Wolfl brings years of 
experience to an agency which billed an estimated $95 million in 
broadcasting last year. He was a talent agent for years in Holly- 
wood, later became a writer, director and producer of radio shows. 
Among his credits was radio's Halls of Ivy, starring the late Ronald 
Coleman, a personal friend of Wolff's as well as a client in his talent 
agent days. 

In returning to Y&R, Wolff will operate in the program area. He 
will report to Peter G. Levathes, 
recently named director of the 
radio/tv department. Wolff's pre- 
vious association with Y&R makes 
him a familiar figure to the agen- 
cy's clients, particularly General 
Foods, General Electric and Bris- 
tol-Myers, all of whom consider 
him a topuotch operator in pro- 
gram development. Levathes, in 
addition to running the depart- 
ment, will handle a good part of 
the client contact chores. 

Wolff comes back to Y&R as a 
program specialist at a time when 
agency production activities are in 

general at a low point, a situation likely to remain permanent, 
However, development of program ideas, discussions with talent 
and negotiations with the "networks remain key agency functions.1 
And they are functions at which Wolff excels. 

Wolff's previous tenure at Y&R ran from 1951 to 1956. during 
which time he was a vice president. He left to join NBC as director 1 
of program development. In 1957, Wolff became a partner in the 
Don W. Sharpe Enterprises, which has developed such shows as' 
Peter Gunn, Yancy Derringer and The Green Peacock. He will re^ 
linquish all outside interests, however, and work full time for thdj 
agency and its clients. 

Operating for years in a business sometimes cluttered with sharp 
practices and raffish characters, Wolff won the reputation of a gentle- 
man and a man of his word. He is not a restrained type, howeverl 
and is often given to streaks of high-pitched excitability. His wife is, 
the well-known British actress, Edna Best. W\ 
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Nat Wolf} 



NEWSMAKER STATION of the WEEK 
WARM ,s first in DALLAS* 



THE NATION'S 30TH MARKET 




IS RED HOT IN SCRANTO N -Wl LKES-BARRE (DALLAS, TOO) 






'Dallas, Pa. that is. 



robert e. eastman & co., 



national representatives of radio stations 



NEW YORK: 

527 Madison Avenue 
New York22,N.Y. 
PLaza 9-7760 



CHICAGO: 

333 N. Michigan Ave. 
Chicago, Illinois 
Financial 6-7640 



SAN FRANCISCO: 

Russ Bldg. 

San Francisco, Cal. 

YUkon 2-9760 



DALLAS: 

211 North ErvayBh 
Dallas, Texas 
Riverside 7-2417 



ST. LOUIS: 

Syndicate Trust Bldg. 
915 Olive St. 
St. Louis, Missouri 
CEntral 1-6055 
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THE 1958 STORY ■ In 1958, America 

grew and so did American television and so did America's 
first television network. Starting its second decade of com- 
mercial service, the NBC Television Network placed new 
benchmarks along the path of progress: 

NBC introduced "Continental Classroom," the first 
nation-wide television course. Carried by 149 stations, 
accepted for full academic credit by 265 colleges and uni- 
versities, viewed by 270,000 Americans, this course in 



Atomic Age Physics was universally described as a \ 
experiment in the nation's interest. 

NBC News, through its 300 correspondents staticJ 
around the world, responded to the explosive events of ll 
with a 20% increase in news coverage. 

NBC Special programs, covering a broad range of erJ 
tainment and informational forms, paced the entire induJ 
with nearly 100 separate productions. 

NBC flew the proud ensign of color almost alone, I 





ting a record total of 664 hours of color programs. 
NBC logged a record 300 hours covering a variety of the 
Son's foremost sports events. 

NBC's average daytime program increased its audience 
5% more homes; its average evening program by 10% 
e homes. 

iNBC reached its all-time high in gross time sales, sur- 
ging 1957 by 13%. A record total of 205 sponsors gave 
K the largest gross dollar increase of any network. At 






year's end, NBC led all networks in evening sponsored time. 

The true measure of a netivork's greatness lies in the 
totality of its service. One measure of that totality is the 
recognition accorded a network's programming by respon- 
sible independent groups with different interests. In 1958 
NBC, its programs and its personalities, received more 
aivards than any other network. 

NBC TELEVISION NETWORK 





JLi is a Layman, 

Outside of our "biz." 
Our terms are confusing 

Alongside of his. 

It's true. The advertising profession 
has terminology that's as confusing to 
the layman as medical phrases are to 
most of us. Cumes, cost per M and 
average aud. mean nothing to him. 

Furthermore, all the layman knows 
about media selection comes through 
preference: whether specific media 
meet his own individual tastes. 

For more than 36 years, KHJ Radio, 
Los Angeles, has been programming 
with an eye toward satisfying those 
tastes. We believe that complete pene- 
tration of any market can only be 
achieved through penetration of each 
individual mind. 

To that end, KHJ's foreground 
sound features news, commentary, 
sports, drama, discussion, variety and 
quiz programs designed to hold the 
layman's attention not only during the 
program but through the commercials 
within and around it. 

Never underestimate the variety of the 
laymen's tastes in Greater Los Angeles. 
Here is a medium programmed to sat- 
isfy them all. 



KHJ 

RADIO 

LOS ANGELES 

1313 North Vine Street 
Hollywood 28, California 
Represented nationally by 
H-R Representatives, Inc. 



Timebuyers 
at work 



Russet I. Hare, research and media director, Tilds & Cantz, Los 
Angeles, feels that the dividing line between media research a 
market research is relatively artificial, in agreement with Bill Dekker, 
media v.p. at McCann-Erickson. "Most media have themselves 



i recent ye; 



Russel says, 



done a fine job of market research 
"greatly simplifying the work of 
our own department. Close co- 
operation among media, their rep- 
resentatives, and our agency has 
resulted in more accurate and 
comprehensive research, much of 
which has helped us in overcom- 
ing many marketing problems." 
Russel points out that while the 
research function in advertising 
encompasses a great deal, it should 
always first isolate and define the 
nature of the market, from dis- 
tributor to consumer, to be a valuable advertising tool. "Media 
buyers, with a clear picture of the people they must reach," Russel 
says, "can then purchase time accordingly. We have found by 
working in this manner budgets become a framework in which to 
develop an effective advertising program, rather than a limitation." 

Jack E. Dube, Cole Fischer Rogow, Inc.. New York, points out the 
distinct factors and problems that must be considered in deciding 
the best media plans for a new product's initial campaign. "The 
nature of the product, how it is marketed and its merchandising 




potential a 



: just some of the considerations in buying," Jack says. 

"With a new product, it is often 
best, budget permitting, to initiate 
your campaign in television where 
you can get the benefits of visual 
impact. Then, once this has been 
established, to back it up with an 
extensive radio campaign, capital- 
izing on imagery transfer." Jack 
feels that merchandising is as im- 
portant with a new product in a 
virgin market as the broadcast 
schedules themselves. "It is the 
merchandising, especially the 
point-of-sale displays," Jack says, "that give the product the mo- 
mentum it needs for first impression with wholesalers and retailers 
as well as with customers. Without the cooperation of the wholesalers 
and retailers a product will never move, so we weigh every station 
merchandising plan carefully to make sure we will have the edge." 
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THE 




We believe that the most wildly successful show on earth means little, if each minute 
devoted to the sales message does not hold and move your audience. . . . With us, show 
business is business— business that shows a profit for our clients. N. W. AYER & SON, INC. 




The commercial is the payoff 
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by John E. McMillin 



Commercial 
commentary 




Build thee more stately mansions 

Just in case you hadn't noticed it, the new 
"men-in-white provisions'" of the NAB code went 
into effect on 1 January 1959. 

So far, though, the impact of the new ban on 
impersonating doctors in tv commercials has 
been something less than bomb-like. 

The Voice of Anacin still snarls "What do 
doctors recommend?" The now defrocked but 
still frenzied Anacin announcer still snarls back, "Yes, what do doc- 
tors recommend?*' And the old pitch continues without a hitch in 
pretty much the same old way. 

Obviously, neither Anacin nor other tv drug advertisers are greatly 
bothered. Obviously, too, the NAB's code action has not succeeded 
in cleaning up tv's medical jungles. 

This, of course, is too bad and in a sense it is pretty discouraging. 

Yet it is exactly what any experienced advertising man could have 
and should have foreseen. When it comes to codes of advertising 
censorship, a clever copywriter can outwit a careful lawyer any day 
of the week. 

He can always achieve the effect he wants without violating the 
letter of the law. And if he doesn't believe in the spirit of a code, 
no amount of restrictive verbiage will slow him down. 

This essentially is what has happened with NAB's well-intentioned 
men-in-white provision. And where does it leave us now? 

Well, I think that those of us who sincerely feel that our tv screens 
are over-clogged with medical and anatomical offensiveness, should 
stop kidding ourselves. 

We should stop passing pious resolutions and engaging in windy 
debate. The time has come for us to haul out of our arsenal (and it's 
going to take courage to use it) our most fearful and devastating 
weapon — the nuclear weapon of laughter. 

Laughter, properly directed, is a lot more lethal than any legisla- 
tion, more deadly than any qode of ethics. And both drug advertis- 
ing and drug advertisers are peculiarly vulnerable to it. 



Devils, dri 



1 diagrams 



They're vulnerable because most patent medicine advertising is, 
and always has been rooted in a kind of psychological silliness. 

If you have ever written drug copy, you know that it is different. 
It is not simply (and honestly) concerned with telling a consumer 
about some product benefit. Tt carries in addition certain dark, emo- 
tional overtones, a formula of mystic mumbo jumbo that dates back 
to the davs of the tribal medicine man. 

The drug formula is simply this: 1) You. a miserable sinner, are 
possessed by horrible devils. 2) T, a mystifying magician, can give 
you fast. fast, fast relief. In selling drugs you build up a sense of 
sin and guilt in the customer, and a sense of hokum in the product. 




10 
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THE CAT IS OUT Of THE BAG! 





"Suiui)" knows WSUN de- 
livers more radio homes, at 
the lowest cost per home of 
any station in the heart of 



WSUN is programed for 
service . . . and for sales, 
and has been making friends 
in Florida for 31 years. 




VENARD, RINTOUL & McCONNElL 
JAMES S. AYRES 

»NCS 2 



Commercial commentary continued 

At least that's the traditional way to do it, and the technique is 
centuries old. 

To establish a sense of brooding, ugly sin, drug advertising has 
always gone overboard in the ugliness of its presentation. Remember 
those dreadful black-type newspaper ads that shouted, "Piles? 
Hernia?" Well they were the exact first cousins of the B.O. com- 
mercials that shriek, in effect, "You stink!" Their purpose was 
the same. 

To build up the sense of mystery and hokum, drug advertising has 
always gone in for abstruse medical depiction. Those tv announcers 
who drool over the liver bile and sinus drainage diagrams are direct 
descendants of the carnival pitchman who sneered to his assistant, 
"Show those illiterate peasants our gorgeous painting of the human 
digestive tract." 

Sin and magic are the time-honored ingredients of the patent 
medicine pitch. They're so old they wear whiskers. 

And I think it is both pathetic and humorous that, in 20th cen- 
tury America, so many great big pompous, financially proud and 
socially respectable corporations are still using such devices. They I 
ought to be spanked. 

The Anonymous Adman 

Which brings us to another point — who is a corporation? 

Who is really responsible for a drug company's advertising? Let's 
have no nonesense about a "team." 

I believe that any advertiser, appearing as he does before the pub- 
lic, stands in the same non-privileged position as a politician, an 
actor, a writer or performer. He should be liable to public criti- 
cism. But who is the anonymous adman we are going to criticize? 

Maybe we can solve the problem by getting specific. I. personally, 
find the Anacin commercials very offensive. But I don't think it's 
the fault of the Anacin announcer. He is just mouthing words he has 
been given. 

Nor can I really blame the Anacin copywriter. Or the account 
executive, Dan Rodgers of Bates or even Rosser Reeves, the agency's 
board chairman. They're merely carrying out policies. 

No, I've got to go straight to the makers of Anacin, to the White- 
hall Pharmacal Co. And there I've got to go past ad manager and 
sales manager and various v.p.s, right up to the very top. 

The president of Whitehall is Kenneth Bonham. Since he holds the 
title I must assume that his is the ultimate responsibility for Anacin 
operations. And it is to him I must address my critical remarks. 

I am speaking here, not as an institution to an institution, but as 
man to man, as one critic to one advertiser: 

/ have never met you, Mr. Bonham, and based on what I have seen 
and heard on tv, I don I think I ever want to. You sound to me like 
a loud-mouthed, ill-mannered, humorless, repetitious bore. I deplore 
your tactics. I don't want you in my living room. 

Nevertheless, I am curious about you, Mr. Bonham, about your 
goals, ambitions, and philosophy. How will you answer when a tiny 
voice asks, "What did you do in the Great War of Life, Daddy?" 

Will you say, "I spent my manhood, trying to scare hell out of the 
masses with corny diagrams of leaping sparks and pounding ham- 
mers?" 

Build thee more stately mansions, 0 my soul! ^ 
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This is the most expensive 
yawn in America, the one that 
kills a network TV program. 

Last year it killed one out of every two 
Evening network shows. 

So far this season — and it's far from 
.er — more than twelve have bit the dust. 
B The cost of these false starts and fast 
■lops is staggering. You just can't fail 
Brnore spectacularly in advertising . . . and 
■more expensively. 

What to do about it? 
I Couldn't part of the answer lie in an 
Mtdvertising agency that assumes responsi- 
bility for the development and growth of 
■ he property, as well as negotiating for it? 



This, of course, is easier said than done. 

In our case, it means a department of 92 
specialists solely dedicated to building the 
popularity and assuring the success of our 
clients' programs — before, during, and 
after their introduction on the air! 

Immodest of us, we know 

That these efforts are reasonably suc- 
cessful is indicated by the fact that 83% 
of the nighttime network shows Benton 
& Bowles had on the air last year are still 
on. This, we are immodest enough to 
point out, is considerably better than the 
average survival rate of 50%. 

Put another and equally self-congratu- 
latory way, 5 of the top 25 television shows 



last fall were Benton & Bowles shows. 

Now, let's face it. We wanted to gloat a 
little in print about this reeord. But we also 
wanted to shake you up a little. Wc want 
you to do a little thinking about what real 
television "pros" within an agency can 
do to cut down on the gamble that is TV. 

We believe an advertising agency should 
do as good a job of keeping the entertain- 
ment you pay for fresh, bright, and inter- 
esting as the advertising it produces. 

If this concept interests you at all, we 
arc singularly receptive. 

Benton & Bowles, Inc. 

666 Fifth Avenue. New York 19. N.Y. 
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e these clients: General Fc 
■o Manufacturing Corp. • f 
sores Co. • Railway Express Ag 
Western Union Telegraph Co., J 



irw.ch Phan 
icy, Inc. • I 



ig Company • Associ 



tion of American Railroa. 

• Mutual Of New Yoi 
Florida Citru* Commute 



)id you Whittinghill this morning? Umpteen thousands of 
Southern Californians did... promptly at 710 on their radio 
I ials, where KMPC's Dick Whittinghill is the constant delight 
| f all those who prefer their early listening (6 to 10 AM) 
i unny side up. / Whatever and whenever you choose to adver- 
jise, KMPC's programming adds a sizzle that means more 



listeners (the most in Southern California radio) and, abf 
all, more sales. For facts, call the station or AM Radio 

KM PC 

GOLDEN WEST BROADCASTERS. LOS ANQ E'5 




Looks easy, but. 



takes plenty of know-how 



h \ - 




He appears nonchalant— but to keep that baton twirling at 
the head of the parade takes plenty of Know How. And to 
keep a radio station consistently heading the parade in any 
major market is infinitely more difficult. In radio today, 
effective programming and effective selling go h'and-in- 
hand. The many complex elements from which alert station- 



THIS NEW BOOK is helping advertisers intensify sales re 
from Spot Radio, through clearer understanding™ 
complex program elements that give certain station 
tremendous selling power. Price $1 postpaid. Order 
John Blair & Company, 415 Madison Ave., New York 17J 



management builds commanding leadership in audie 
and in sales influence, are mostly local in nature — eleme 
which give Spot Radio its tremendous selling powefl 
Local Radio Programming is an exacting creative jobW 
in most areas at least one station head has mastered it 
many of the top 100 markets, that station is representel 



JOHN BLAIR G COM PAN 



Exclusive National Representative for: 



New York 

Chicago 

Los Angeles 

Philadelphia 

Detroit 

Boston 

San Francisco.... 

Pittsburgh 

St. Louis 

1C 



...WABC 
...WLS 
...KFWB 
...WFIL 
...WXYZ 
... WHDH 
... KGO 
...WWSW 
... KXOK 



Washington 

Baltimore 

Dallas-Ft. Worth.... 



WWDC 
WFBR 
KLIF- 
KFJZ 

Minneapolis-St. PauL.WDGY 

Houston KILT 

Seattle-Tacoma KING 

Providence-Fall River- 
New Bedford WPRO 

Cincinnati WCPO 



Kansas City 

New Orleans 

Portland, Ore 

Denver 

Norfolk-Portsmouth- 
Newport News 

Louisville 

Indianapolis 

Columbus 

San Antonio 



WDSU 
KGW 
KTLN 

WGH 
WAKY 
WIBC 
WBNS 
KTSA 



Memphis 

Phoenix 

Omaha 

Jacksonville 

Oklahoma City... 

Syracuse 

Nashville 

Knoxville 



....WMC 
... KOY 
...WOW 
...WMBR 
...KOMA 
...WNDR 
...WSM 
... WNOX 



Wheeling-Steubenville M 

Tulsa fi 

Fresno M 

Wichita Kl 

Shreveport Kl 

Orlando .W| 

Binghamton W| 

Roanoke JH 

Boise KJ 

Bismarck Kl 
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SPONSOR-SCOPE 



The Station Representatives Association recognizes that national spot radio 
needs a promotional retread joh, and it's going to do something constructive about it. 

Tlie plan being mapped out calls for a full-fledged drive. The main objective, simply 
put, will be to evolve a definitive presentation to bring national spot radio into its 
proper perspective as an instrument for selling goods and services in 1959. 

Money for the project will be obtained through a special assessment on SRA mem- 
bers. The task of putting the presentation together will be shared by an outside research 
organization and research directors in SRA member firms. 



Pharmaceuticals is mulling tv saturation plans for several products more or less 
in the testing stage. 

Meantime it's buying spot radio for Skol in some Southern markets. 



Two sizable pieces of business went into national spot radio's hooks this week. 

PHILIP MORRIS: Prime I.D.'s for 52 weeks in quarterly cycles via Burnett, starting 
21 January. The campaigns bring the old Johnny call back to the air. 

BLUE BONNET MARGARINE: A four-week flight -which may be extended to 13 
weeks — at the rate of 25-30 spots a week out of Bates, using the top 33 markets. 



Air media sellers needn't despair over the tendency among many national advertis- 
ers to make their lists of top markets smaller and more selective. 

According to some Madison Avenue marketing men, the turning of the tide is not far 
off because competing manufacturers are searching around for "opportunity" mar- 
kets which today often are overlooked. 

The explanation you still get for the shortening of market lists is this. The marketing 
investment per market has gone up 30-40% the past several years; so the resulting 
trend has been to focus on those areas which add up to around 65% to 75% of po- 
tential sales. 



Watch for a strong surge toward the single rate to develop in the Southeast. 

A SPONSOR-SCOPE correspondent, reporting from Atlanta this week, says that a num- 
ber of the more important stations there are trying to curb the practice among south- 
eastern agencies of insisting on local rates for their national and regional accounts. 

These stations see the single rate as a logical solution for what they deem in essence 
to be a rate-cutting problem. 

Atlanta-located reps, now organized in their own association (see 22 Nov. 1958 
issue, page 39), have embarked on a program for integrating themselves actively in south- 
eastern advertising affairs. 

The steps: (1) Awarding prizes for the best tv and radio commercials to agencies in 
the region, and (2) staging periodic luncheon forums for agency people. 
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SPONSOR-SCOPE continued 



Tv stations in the top markets haven't yet made much headway in converting 
the high demand for minutes into 20-second spots and I.D.'s. 

The demand for minutes — all over the board — become overwhelming during the lat- 
ter months of 1958, but sellers of spot had hoped that the pressure would soften with the 
turn of the year. 

Here's the background: 

Advertisers found during the recent business letdown that minute copy packed a solid 
sales wallop; and even though things have picked up substantially since then they're re- 
luctant to abandon a winning tactic. 

However, there's been something of a breach in the insistence. Some sponsors are 
accepting combinations of minutes and/or 20 seconds and I.D.'s. 



The high-profit cake mixes still are operating in a competitive turmoil. 

Look for the big ones to expand their lines, flavors, and whatnot more than ever 
this year. The idea is to capture still more supermarket shelf-space from less aggres- 
sive competitors. 

The Saturday Evening Post (BBDO) is using a new type of media buy (for 
itself) to promote some special editorial feature: It's buying announcements on ABC, 
CBS, and NBC Radio concurrently. 

The spots will plug the Kathryn Murray biographical series, starting in the 14 
February issue. 

Arbitron's multi-city reports have run into a temporary snag in the Chicago 
area: 

The Bell Telephone Co., it now appears, won't be able to deliver the sample 150 
homes before 1 February because the lines can't be coordinated in terms of the required 
loops. 

Meantime, Nielsen, who also has instant viewing-report plans, will bring his own elec- 
tronic device out of the laboratory for a trade demonstration next month. 

Radio stations with a high quotient of listeners in the lower-age brackets i 
puzzled by the continued preference by life insurance companies of the traditional 
"prestige" station. 

Stations that cater to the younger element argue: The best prospects for life insur- 
ance should be people in the 20's and early 30's who have just begun to raise a flock 
of kids. 



There's going to be a bothersome recession hangover in the advertising strate- 
gy of the hard-goods people. 

These manufacturers — and also some kinsmen in other fields — discovered during the re- 
cent setback, when their marketing budgets were necessarily tight, that they could get grati- 
fying results by confining their promotions and advertising to seasonal and short- 
range pushes. 

From this emerged, say Madison Avenue marketers, a tendency to adopt the patterns 
that worked successfully in a tough climate as the proper strategy for better times. 

But this growing of concept of "crash" programs certainly isn't going to be welcome 
among media and ad agencies. 

For media it creates alternate waves of riches and want, while the need for mo- 
bilizing lots of manpower on a "crash" program has a two-fold effect on agencies: (1) it 
takes people away from other accounts, and (2) the profit margin is clipped. 
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SPONSOR-SCOPE continued 

The tv networks have their work cut out for them this ipriug to fill the widen- 
ing gaps in their commercial •chedules. 

SPONSOR-SCOPE's check this week shows the total time available for sale per network 
to be: ABC TV, 3 hrs. 20 mins.; CBS TV, 3 hrs. 5 mins.; and NBC TV, 3 hrs. 20 
mins. 

The shows you can buy into, by network: 

ABC TV: Donna Reed, Naked City, Disney, Meet McGraw. 

CBS TV: Derringer, Name That Tune, Hit Parade, Playhouse 90, Rawhide, Invisible 

Man. 

NBC TV: Bob Cummings, Steve Canyon, Steve Allen, Ellery Queen, Black Saddle, Cimar- 
ron City, Northwest Passage. 

Item: NBC TV is conjuring with the idea of dispensing with It Could Be You 
and Closed Doors altogether and filling that Thursday 8:30-9:30 p.m. period with a full 
hour of adventure or mvsterv. The network might even hring hack Suspicion. 

It could be a sign of how tv network winds will he blowing: ABC TV this 
week added two clients to its list of regional sponsors. 

Boyer International Labs (H-A Hair Arranger) bought an alternate week of Meet 
McGraw, with the Atlantic seaboard excluded; and Hudson Pulp & Paper took on an alter- 
nate half hour of Disney for just the East. 

The Hudson deal works out perfectly for the network, because Hills Bros, has the 
western loops for the same alternate half hour. McGraw is without an eastern sponsor. 

NBC TV has applied an official label to a new way of buying a time and talent 
package for a limited run: It's called the Scatter Plan. 

The plan is this: Say an advertiser wants to spend a couple hundred thousand dollars 
for a special promotion in March. The network makes up a combination of shows in 
which he can participate over the month and also furnishes an estimate of the 
accumulated homes. 

Ordinarily a discount doesn't go with this package. 

Lever is raising its list of sponsored tv networks shows to eight with alternate 
buys in The Texan and Gale Storm. 

Both programs will be used primarily to support new Lever products, namely. 
Praise, a competitor of Zest, and Handy Andy, a contestant in the "Lestoil" field. 

By the time Handy Andy commercials show up on Gale Storm (7 February), the brand 
will be in distribution in 60-70% of the potential market. 

Lever's start on The Texan is 9 March. 

NBC Radio has taken its initial promotional step toward inducing sponsors of 
tv specials to use that network as a filler-in of the gaps between specials: 

A presentation based on a hypothetical study prepared by Nielsen shows the ac- 
cumulated tv and radio audience Hallmark would have piled up had it bought 10 
minutes of commercials on NBC Radio in a four-week interim of Hall of Fames shows dur- 
ing September-October. Here are some statistical quotes from the study: 

1) The first Hall of Fame this season got a rating of 25.7 and reached 12.652.000 
homes. 

2) The unduplicated homes that 10 minutes of commercials on NBC Radio 
would have reached is estimated at 5,268,000, with a rating of 10.7. 

3) A combination of both the Hall of Fame broadcast and the radio commercials 
would account for a total of 16,246,000 unduplicated homes and a rating of 33. 

4) Total new homes for Hallmark messages: 3,594,000. 

5) Total tv homes in above figure which did not view Hall of Fame: 2,530,000. 

6) Time and talent per Hall of Fame show costs $375,000 gross; four weeks of 10- 
minute radio commercial* would come to $40,252 groii. 
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SPONSOR-SCOPE continued 



What may develop into a hefty piece of business for spot tv this year is the 
Colorforins campaign which Kudner has just got under way. 

Markets will be increased gradually, with the possibility of the spot expenditure 
going to $300-350,000. The tee-off list: 10 markets. 

Marketing note: Perhaps tv participation has had a lot to do with it, but this type of 
children's activity game has been making extraordinary headway the past couple 
years. 

(For a case in point, see experience story on Play-Doh, 13 September 1958 SPONSOR.) 



A new complication involving unions has been tossed into the videotape pot. 

The Radio Television Directors Guild is demanding re-use payments fees for taped 
commercials a la AFTRA members. 

Position of the networks: The Screen Directors Guild is working under a flat 
payment and there's no reason why RTDG shouldn't continue to do likewise. 

Meantime, on another front the RTDG will seek a new general agreement on work- 
ing conditions, terms, etc. Members have voted 319 to 72 to authorize their negotiating com- 
mittee to call a strike — if and when it may he necessary. 



Playhouse 90 probably will get to the end of the line this season. 

It isn't only that the series has become somewhat of a drain on the CBS TV ex- 
chequer; it's that the network is considering converting the Thursday time to other 
uses anyhow. 

One possible substitute would be something that BBDO has been advocating for 
the past year: 

A steady home for DuPont's Show of the Month and other specials. 
The spot might even come in handy as a showcase for super-documentary and similar 
programs. 

It's interesting to note what an extra minute of tv commercial costs when an 
advertiser goes from a network alternate half-hour to 20 minutes every week (this just hap- I 
pened in the case of Lever and Pharmaceuticals). 

The switch was from the Jackie Gleason to Rawhide — or from three to four minutes 
of commercials over two weeks. 

The show cost remains about the same, but time costs are up 10%. Hence the 
bill for that additional minute is just 10% more than for three minutes. 

Nothing so underscores the trend in regular network tv away from identity to 
"wide reach" as this: There are only seven weekly shows whose sponsors have but 
a single product to sell. 

The seven programs: The 20 Century (Prudential), Dinah Shore (Chevrolet), Patti I 
Page (Oldsmohile), Lawrence Welk (Dodge), Ernie Ford (Ford), the Plymouth Show 
and Voice of Firestone. Note that five of the seven represent divisions of corporations that 
sell other makes. 

Obviously those seeking the value of high identity and association have swung 
over to the specials type of programing. 

Statistical note: The weekly time and talent costs for the foregoing seven shows adds 
up to around S690,000. 

For other news coverage in this issue, * see Newsmaker of the Week, page 4; I 
Spot Buys, page 70; News and Idea Wrap-Up, page 72; Washington Week, page 67; sponsor | 
Hears, page 60; Tv and Radio Newsmakers, page 82; and Film-Scope, page 65. 
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POWEI 



In the 20 counties which make up the 
Greater Washington Area, more people listen to WTOP 
than any other radio station.* Clear proof 
that in Washington the IMPORTANT one is . . . 



Ise 20 county Washington area study 



io. Washington, D.C. 



WASHINGTON, D.C. 



An affiliate of the CBS Radio Network 
Represented by CBS Radio Spot Sales 



, Channel 9, Washington, D.C. 



ALREADY BOUGHT IN OVER 118 MARKETS! 



BALLANTINE BEER 

for 21 Eastern Markets 

ST. LOUIS 

Central Hardware 

ARMOUR & CO. 

in 7 Markets 

LUBBOCK, TEX. 
BIRMINGHAM 

Burger-Phillips Dept. Store 

HEILEMAN BEER 

for Chicago and all of Wisconsii 



WISN-TV- Milwaukee 
WHTN-TV - Huntington, W. Va. 
WLW-T — Cincinnati 
KID-TV - Idaho Falls 
WCBS-TV - New York City 
WALA-TV - Mobile 
KOMO-TV — Seattle 
KOLD-TV - Tucson 
KHVH-TV - Honolulu 
KEY-T— Santa Barbara 
KGHL-TV - Billings 



CITIES SERVICE OIL 

for Grand Rapids — Kalamazaa 

NORFOLK 

Midway Furniture 

RAINBOW BAKING CO. 

for Houston 

CHARLESTON, S. C. 

South Carolina Electric Co-Op 

MISS GEORGIA DAIRIES 

for Atlanta and Macon 

ROANOKE, VA. 

Adams Cantsr. Co. 
and Ideal Laundry 
& Dry Cleaners 



ZlVS NEW 



HT 



STATIONS, AGENCIES 

AND ADVERTISERS 

ARE RUSHING TO SIGN... 



DANE 

-BOLD 



WFMJ-TV — Yaungstown 
KTSM-TV - El Paso 
WLW-D - Dayton 
KBAK-TV - Bakersfield 
WTVJ - Miami 
KTUL-TV- Tulsa ; V> 

KLRJ-TV - Las Vegas 'J. 
WSJV - Elkhart, Ind. V; 
KSL-TV - Salt Lake City 
WDSU-TV — New Orleans 
WKY-TV - Oklahoma City 
WICU-TV — Erie, Pa. 
KVAR - Phaenix 
WSM-TV — Nashville 
KOVR — Stacktan-Sacramenta 
KVOS-TV - Bellingham, Wash. 
WFGA-TV — Jacksonville, Fla. 
WLW-C — Columbus, O. 
KPTV - Portland, Ore. 
WLOS-TV — Asheville, N. C. 
and many others 



EXPLOSIVE 



i l'K^ and introducing 

, m~ J0AN 

f MARSHALL 




A HEROINE YOU'LL 
NEVER FORGET! 



the Balance is in your iavor when you buy 

K-NUZ... No. 1 in HOUSTON! 




HIGHEST RATING 
FOR ADULT 

AUDIENCE WITH 
SPENDABLE 
INCOME! 



LOWEST 
COST 
PER 
THOUSAND 
BUY! 



74% of K-NUZ Audience is Middle and Upper Income 
Special Pulse Survey (Apr.-May, 1958) 

84% of this Audience is ADULT Men and Women 

Nielsen (June, 1958) 

CONSISTENT TOP RATINGS YEAR AFTER YEAR 
. . . Still the LOWEST COST per Thousand Homes! 




K-NUZ.. 



Sta. "E" . 
Sta. "f" _ 
Sta. "G" _ 



..$1.13 

._ $1.36 
... $1.30 
... $2.48 
... $2.53 
_ $3.11 
... $1.33 
$1.59 
$9.88 



National Reps.: 

Forjoe & Co. — 

New York • Chicago 
Los Angeles • San Francisco 
Philadelphia • Seattle 

Southern Reps.: 
CLARKE BROWN CO. 

alias • New Orleans • Atlanta 
In Houston: 
Call Dave Morris 
JA 3-2581 



49th an 
Madiso 



Thought for Viceroy 

Last night I was watching tv and once 
again heard a \ iceroy-smoking Piano 
Player patiently explain that he is not 
really a Piano Player at all. he is an 
Airlines' Pilot. 

One thing jou can say for Viceroy 
this time — for once they've coine 
through with a commercial that is 
entirely believable! 

Unfortunately, it came on the heels 
of a holiday season during which we 
all got a good mental picture of 
America's largest group of Airlines 
Pilots turning into not only Piano 
Players, but also Golfers, Skiiers, 
Guppy-fish Breeders, what have you. 
During a very crucial time, they've 
been doing ever} thing short of flying 
their planes like they're supposed to 
be. 

Wouldn't it have been a good idea 
for Viceroy to ground this particular 
commercial until the public-relations 
air clears for the Pilots" Association? 
Or are the residual fees for Thinking 
Men so high that they have to keep 
using the commercial in spite of the 
ironic train of thought it starts in the 
mind of the viewer? 

Henry Marx, copy dir. 

Cappel, Pera & Reid, Inc. 

Orinda, Calif. 



Images and character 

I enjoyed reading your recent edi- 
torial, "Flesh, blood and a corporate 
image," but I wondered as I finished 
it whether you might not have e 
tended the ideas presented. Are 
not concerned here even further with 
"old-fashioned" values such as in- 
tegrity, quality of product and truth 
in advertising? 

Some of the "characters" in the 
advertising business need to be i 



17 JANUARY 1959 



K-NUZ 

/ Houston's^ 24-Hour \ 
^ — Music anilNews J 



nded that character < 



mirally. 



jrally, socially and cco- 

Harvey Olson 
vice-pres. -public relations 
WDRC 
ffartjord 



Radio wallops 

Thought your article (20 Deceraher 
I 195cS, p. 26) "Radio Wallops News- 
papers In New Grocery Shopping 
I Study" was terrific! 

How much are reprints? 

Walter II. Stamper 
commercial manager 
WAPO 
Clmttanooga 

We at WBUY were very much im- 
pressed by the article "Radio Wallops 
Newspaper in New Grocery Shopping 
I Study" which was published in the 
20 December. 1958 issue of spo\sor 
I magazine. 

J. Ardell Sink 
asst. manager 

WBUY and WBUY-FM Radio 
Lexington, No. Carolina 

Reading spoxsor, of course, is man- 
latory for everybody in the advertis- 
ing business, but there are times when 
:ertain articles are bound to create a 
yery strong interest in one individual 
>r another. 

. The article "Radio Wallops News- 
papers in New Grocer)' Shopping 
itudy," on page 26 of the 20 Decem- 
ber, 1958 issue, created a great deal 
if interest from my point of view, 
■md now I am wondering if it would 
>e possible to get twelve reprints of 
his article, in one form or another. 

Nelson B. Noble 

President 

Noble Broadcasting Corp. 
Boston 



eader benefits 

. . We have enjoyed your magazine 
lery much, and have been able to 
enefit from many of the ideas pre- 
•jsnted. Would like a little more on 
>cal radio if it's possible. 

Phil G. Wise 
Comm. Mgr. 
WHO 

Frankfort, Indiana 

I 
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-with TV's 
finest 
new series. 

more later. 




THINGS AREc^ ' POPPING 

Jumping. Hopping. 'WBZ's rolling up the ratings. With 
bright new personalities. Popular new program lineup. 
I Like Program PM. Long Boston's most-exciting nighttime 
radio show, it gets an extra touch of offbeat humor from 
new M.C. Phil Christie. Warm, likeable, imaginative — he 
I projects the kind of personality listeners go for. One more 
. iy dia^ls-aa^set on Boston's Most Popular Station. 

l Z j BOSTON 




Westinghouse Broadcasting Company, lnc 




dim 



"Thahk you fohtfie Toys 
you seht mne u^h^n £ 
ujas /ft fh-a. ho$p\Tl 
I sti'll h<aue th^m* 

Mike 



nmmcuf 



: v i >.vr f ( > \ 
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is written in pencil 



Of course we're proud of the silver and b rones plaques, the 
medals, the handsomely lettered scrolls that make up the more than 
lOO major awards won by Crosley Broadcasting Corporation. 



But our finest award Is written in a child's hand on lined paper. 
It simply says, "Thank you for the toys you sent me when I was in 
the hospitl. I still have them." 

In our 30 years of broadcasting and over lO years of telecasting, we 
have been privileged to make many contributions to the progress of 
the industry. Our public services, our showmanship and technical skills 
are widely known. But our finest achievement, acknowledged by a 
child, is keeping heart and humanity in broadcasting and telecasting. 



Wherever there is a WIW- Indianapolis, Cincinnati, Columbus. 
Dayton, Atlanta— there is also the warm and friendly spirit of a station 
that puts service to the community above all other considerations. 



' CROSUY 
GROUP 

WLW-T WLW-A 



Croilsy Broodcoitlng Corporation, a division of Awbo Manufacturing Corporation 
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It's Easy 
To Pick 
A Winner 
In Memphis 




Its Channel 3 First By All Surveys 



At WREC-TV the finest local pro- 
gramming is combined with the 
great shows of CBS Television to 
constantly support our motto: "In 
Memphis There's More to SEE on 
Channel 3." Survey after survey 
proves it ... so will the results of 
your advertising effort. See your 
Katz man soon. 



Here are the latest Memphis Surveys showing 
leads in competitively rated quarter hours, 
sign-on to sign-off, Sunday thru Saturday: 



WREC-TV 
Sta. B 
Sta. C 



201 

122 



293 

96 



275 

66 
70 



WREC-TV 

Channel 3 Memphis 




Represented Nationally by the Katz Agency 




Will media and marketing blend ? 



^ Keep an eye on these 10 top agencies as they 
streamline staffs to fit the marketing revolution 

^ Today's department reorganizations may change 
Ihe whole character of agencies in the future 



I here are many ways to skin a 
:at and as many ways to organize an 
idvertising agency. But all ways 
Joint to one inevitable result: a closer 
ind closer marriage between media 
ind marketing. What effect this may 
lave on media and marketing jobs 
In the next decade may be surprising. 
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The chart on the following page 
describes in brief the set-ups of media 
departments in the 10 agencies that 
are tops in broadcast billings. As 
will be apparent, there are a number 
of different structures, a variety of 
operational approaches. The ma- 
jority of the top 10. for example. 



purchase media under a group, or 
semi-integrated plan; a few adhere 
to the traditional specialist buyers, 
and a few have gone into structure? 
based on all-media buyers. In some 
agencies, the bmers are responsible 
to associate media directors, in others 
to media or group supen isors: some 
use one rating service, others another. 
All of these things point up the in- 
genuity of agencies in setting up the 
kind of systems which bert serve 
their clients. 

The significant column. howe\cr, 
is the one labeled "Marketing Depart- 
ment." Not all of the agencies have 
marketing departments per sc. Some 

2" 



INTEGRATION IN MEDIA AND IN ITS RELATION 1 



10 



B & B 



BURNETT 



COMPTON 



All-media 
except junior level 



Semi-integrated 
Buyers specialize 



Departmentalized 



Seven associate media directors plan jor all med\ 
Many oj top buyers are all-mediu; juniors specialil 
For seven years has used group system; grou\ 
headed by associate directors. Buyers specialil 
String oj all-media buyers operate under jour assl 
date directors ; a fifth buys outdoor and transpcm 



Semi-integrated ; in their account groups buyt 
specialize. Media supervisors expert in all medl 



grated set-up; buyers speciali 
her media, report to media superviso 



Five associate media directors, s 
vise account groups; buyers are i 



Five media groups. Supervisor 
is all-media as are some buyers. Sp 



of el 

dist buys ( \ 



Semi-integrated : 
sociate directors 



'.em; account groups under I 
i all-media. Buyers special 



No account groups as such; departmentalized si 
ture. Each buyer is a specialist in his own mca 



Staff an 



line set-up. Buyers assigned to grou^g 
head buyers, not to associate direct* 



' <>.« iinraarsi wiiiniffliiiii 



call their own equivalents "plans 
boards" or "merchandising depart- 
ments." There are cases where there 
is no marketing set-up at all but 
where the account head serves as a 
sort of marketing brand manager. 

But by its own or any other name, 
the marketing department influences 
all other departments of an agency 
which is hardly surprising since, in 
the client company, it is marketing 
which influences sales, advertising, 
and even production divisions. The 
strategy of the agency media man is 
often motivated, for example, by a 
marketing problem of a certain re- 
gion: the creation of the copywriter 
is often spurred by the marketing 
man's suggestion of what special fea- 
ture of a product puts its best foot 
forward. 

A striking example of the growing 
appreciation of marketing as a mate 
for media is the recent realignment 
at Leo Burnett Co. in Chicago. About 
a month asro. Burnett set up a market- 
ing services division, headed by 



Executive Vice President Joseph 
Greeley. Under this new umbrella are 
three departments: marketing, media 
and research. Vice President Leonard 
Matthews (formerly head of media) 
is v.p. of marketing services. The 
media department is headed by Vice 
President Thomas Wright; general 
research department is under super- 
vision of Vice President John Coul- 
son. It is the responsibility of Greeley 
and Matthews to coordinate the three 

The significance of this move at 
one of the most dynamic agencies of 
today portends, if one wants to specu- 
late, a time in the not too distant 
future where it will be almost impos- 
sible to tell a marketing man from a 
media man. It is already apparent 
that marketing men are learning 
more about media and that media 
men are learning more about mar- 
keting. As agencies assume more 
responsibilitv for moving a client's 
product, it is inevitable that media 
and marketing draw closer together 



— almost to the point where they' 
blend completely. 

The Burnett agency move is re- 
garded by many as the most dramatic 
and giant step to date in integrating 
media with marketing. Certainly it is, 
the most recent development in ar 
emerging pattern that started to takf 
shape within the last decade — since 
the coming of tv, in fact. 

The introduction of the all-medii 
buyer around 1952 was perhaps thi 
first visible evidence of the stron; 
drift toward integration of depart 
ments within the agencies. Until then 
the major ad agency media depart^ 
ment was something of a study ii 
individual specialization, and it wa^ 
not uncommon for seven or eigh 
media specialists to be working erf 
the same account. 

Y&R pioneered a move to all-medi ( 
buying (See "The all-media buyer M 
Y&R," sponsor, 9 August 1954) 1 
1952. Under this plan, buyers wer 
trained in all-media instead of jus 
one, which automatically eliminate' | 



30 
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gARKETING BEGINS TO SHOW AT TOP 10 AGENCIES 



l Market,, Decent 




Marketing Director 
Media Director 




Media 
Hq. 




riling operation — research department 


sion of media dept. 


Arthur Porter v.p. media 


7 


125** 


18** 


rich; Media selects to provide audience 


a part of media dept. 


Daniel Kinley chmn. mlc. bd. 


3 


115 


18** 


ft ent which cooperates closely with media 


Media research an 
autonomous dept. 


Ed Smith dir. merchandising 
Pete Levathes v.p. tv/radio 


6 


165 


35 


^ting department under one director 
wo assistants works alongside media 


sion of media dept. 


Ralph Head v.p. marketing 
Fred Barrett v.p. media 


4 


140 


10 


ibly on a horizontal cooperation basis 


other part of agency 


W. W. McKee v.p. m&m 
E. A. Grey v.p. media 


7** 


160** 


0* 


vt.but group heads are brand managers 


of media dept. 


Austin Johnson v.p. merch. 
Lee Rich v.p. media 


3 


10! 


0* 


k all make up marketing services div. 


Part of media at level 
of media supervisors 


Thomas Wright v.p. media 


3 


120 


i 


king authority Dr. Lyndon 0. Brown 


Part of Dr. Brown's 
research department 




4 


100** 


6** 


•fe/ie plans-merchandising department is 
ter-all strategist in an ad campaign 


Media research divi- 
sion of media dept. 


Hans Carstensen v.p. merch. 
Leslie Farnath v.p. media 


5 


117 


0* 


uh'ing department, media and all other 
mis answer to account handling group 


Media research divi- 
sion of media dept. 


William Nevin v.p. mrlctg. 
Frank Kemp v.p. media 






15 



i old problem of print buyers ask- 
g for larger magazine and news- 
lper allocations and timebuyers 
ghting for more air money. 
The practice of all-media buying 
1 oved the media buyer into a spot 
here, of necessity, he had to become 
strategist in selling goods rather 
^an a mere purchaser of space or 

Meanwhile other agencies were 
so streamlining their media opera- 
.jnals both to handle the complica- 
f bns of a fast-growing tv medium 
^ id to meet the increasing product 
>mpetition in the market places. 

* ryan Houston (then Sherman & 
1 arquette) set up an all-media sys- 

* m similar to Y&R. In 1952, B&B 
aligned its forces coming up with 

» ' vertical, or group, system. This 
^pe of account group set-up with all- 
1 edia buyers and specialist assistants 
orking under associate directors 
'■ v ho are expert in all media too, has 
$ mght on fast. 
1 Even in the agencies where the 
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traditional departmentalized (or spe- 
cialist) media set-ups have been re- 
tained, there has been a great deal of 
streamlining that moves the business 
of timebuying closer to a true mar- 
keting function. 

Because while agencies have been 
improving and integrating media 
staffs and hecause while the media 
departments were shuffling the furni- 
ture around, a very noisy neighbor 
moved in next door — the marketing 
department. He has livened up the 
neighborhood tremendousl) . and the 
livening process is far from done. 

Already the neighbors have come 
to know a lot about each other. The 
marketer has learned, for example, a 
lot about broadcasting while the 
media man has learned a lot about 
the purchasing climate of a South 
Bend or Denver. As they move closer 
into the sphere of "togetherness." 
they become a formidable team. 

At B&B, for example, a media 
buyer is expected to understand the 
purchasing patterns of a market, the 



price structure of the product he is 
selling, even, in some cases, how to 
use the product's package design in 
his campaign. 

There was a time when an excep- 
tional timehuyer was one who knew 
the topography or geograpln of a 
market for the sole purpose of what 
station's signals were getting where. 
Now he is beginning to face a need 
to know much more: What industries 
are there and how are they doing? 
When do the shifts begin and stop 
work? Are any surrounding markets 
being linked to this one b\ new roads 
or bridges? What is the industrial 
picture in those skirting markets? 
Where are new housing dexelopments 
going up and are new supermarkets 
going up along with them? How are 
competitive products selling in the 
market? 

As yet, many media and m;;vs' ting 
departments claim very distinct 
boundaries of duty, but realignments 
appear to be erasing gradually the 
boundary lines. 

1 



1. CIIAIIV BUYER: Ralph's Larry Cole is pitched by (1 to r) star, Burrud, sales mgr. Bailey, a.e. Whitehead, L.A. Broker Roy SadleJ 



HOW TO USE A SPOT TV STAR 



^ Mary Ellen's Jams gets more than usual horsepower 
from syndicated show in five-market press-sales junket 

^ Pitching chain huyers as well as store managers and 
consumers, firm nabs new accounts, increases distribution 



How much off-the-screen mileage 
can you get out of a tv personality — 
over and above just showing him off 
to the fans? 

Ed Sullivan (Mercury, Eastman 
Kodak) and Bill Lundigan (Chrys- 
ler), of course, are classics in intra- 
company pepping up. But now Guild, 
Bascom & Bonfigli has come up with 
a solid example at the regional level 
of how a star can help sell all facets 
of distribution. 

Here was GB&B's setup: 



It had a client, Mary Ellen's Jams 
& Jellies, who was launching a new tv 
show in five of its 10 markets (Los 
Angeles, San Francisco, Denver, 
Phoenix, Salt Lake). The show itself 
was a filmed travel-adventure series 
called Treasure, packaged by its star, 
Bill Burrud. 

GB&B's idea was to put Burrud to 
Work on a complete promotional rou- 
tine — including actual salesmanship 
among chain buyers and wholesale 
jobbers. But before going ahead with 



jthe scheme blindly, the agency work* 
out a completely coordinated plan t 
avoid possible pitfalls, embarrass 
ments and social blunders. 

Biggest social blunder could be th 
size of the team calling on the buyer 
To make it work, the delegatio 
would have to consist of account ei 
ecutive, sales manager, star and loci 
broker. But there's a point of vie' 
among chain buyers: they don't lik 
delegations. Custom has two men i 
the most making a sales pitch. 

Obviously a suitable routine woul 
have to be worked out proving to tti 
buyer that some benefits could accrtl 
to him from the double contingent 

A.e. Bob Whitehead and sales mai 
ager Bob Bailey weighed the pros an. 
cons with Mary Ellen's president, 
Morris Browning. Browning agree 
it was worth trying. Burrud wi 
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game, so brokers in the five cities 
were notified to make appointments. 
This had to be done well in advance 
primarily herause dates have to he set 
at least three weeks ahead, also be- 
cause Burrud"s p.r. man had to sched- 
ule press activities and tv appear- 
ances around the meetings. 

Rehearsals were soon underway. 
Here's the sequence worked out for 
the pitches, with each man's role as- 
signed. Running time: 15 minutes. 
1. The Broker. Knowing the buy- 
I er, he ushers the three men in, 
I smooths over the inevitable surprise 
I at the number of people making the 
I pitch, assures him each has a definite 
I story to tell, then introduces: 
I 2. Sales Manager. Bob Bailey 
I makes it clear that: Everyone gets 
i deal in push for increased dis- 
tribution, runs over the results of a 
Los Angeles tv test that upped sales 
27.9% in supermarkets, then plants 
the fact that Mary Ellen's is about to 
do something "new and different." 
With that cliff-hanger, he introduces: 
Account executive. Bob White- 
head is armed with two props: A 52- 
week contract signed 1>\ Walter Guild 




len'* pies. J. M 



and a sales brochure. Purpose of the 
contract: to remove any skepticism 
about a jam and jelly firm doing a 
year-round job (the industry pattern 
is in-and-out, tie-ins with other ad- 
vertising, etc.). The brochure — dif- 
ferent for each market — outlines the 
commercials, coverage of the station 
and illustrates the show. With inter- 
est about the show aroused, White- 
head introduces: 

I. The star. Burrud breaks the 
hard sell of the presentation with a 
friendly remark about the priv ilege — • 
ordinarily denied to "talent" — to 



meet with people in the grocery trade. 
If the atmosphere is right for it, a 
light joke is tossed in (Burrud works 
out some naive yet knowing trade 
references). Then a run-down of the 
show, how it was conceived, why it's 
different, local angles (local sites u^ed 
in v arious episodes I . The pitch (and 
the meeting) ends with Burrud giving 
the buyer an old coin retrieved from 
a sunken frigate, suggesting he carry 
it with him as a good lurk charm. 
Children or grandchildren? Here are 
a few for them. 

This is how the biggest and most 
important phase of the venture was 
worked out. 

Another aspect was contact with 
supermarket managers. These meet- 
ings would be informal, usually a 
matter of inquiring when they were 
in a store if the manager was around. 

At this level. Burrud could be a 
big help getting point-of-sale pieces 
in. A "Berry Treasure" piece formed 
a perfect tie-in with the show. But 
to sell it properly he should under- 
stand some of the store manager's 
problems. 

(Please turn to page 78) 





2. STORK MANAGER; Star Kill liurrud (r) shirldeeves il with 
Frank Sonner, manager of an Alexander's market in Los Angeles, 
learns about >toek rotation. Star helped pitch for larger displays 



3. CONSUMER: Vinnie Alto is one consumer Burrud isn't getting 
through to. Dovetailing press parties, tv appearances and p.a.'s with 
grocery trade appointments was major headache of tliree-ueek junket 
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were we just 
too tough! 
on the oil boys? 



^ SPONSOR gets congratulations and complaints for 
column calling oil "The worst advertised industry" 

^ Among those heard from : D-X Sunray, D'Arcy, ANA, 
and Donald Deskey, plus many "don't quote me's" 



by John McMillin 

^Two days after the SPONSOR issue 
of 6 December appeared I had a note 
from an old friend, the radio/tv v.p. 
of a leading advertising agency. 

"Don't quote me," he said, "but 
I could gladly kiss you in Macy's 
window for that column on the oil 
business. It was wonderful!" 

Such exuberant, even irrational en- 
thusiasm for the piece in Commercial 
Commentary titled "Lamps for the 
Eyes of Oil Men" was by no means 
typical of the response we've had, 
however. 

Apparently my contention that oil 
is the worst advertised big industry 
in the U.S. stirred up a minor league 
storm of controversy and argument. 

From Tulsa, Oklahoma, for in- 
stance, came a letter from R. B. Mkl- 
dleton. Jr. of D-X Sunray Oil Co. 
Mr. Middleton takes strong, exception 
to the statement that "oil and good 
advertising just don't mix." 

He says, "You are certainly not 
alone in your general impression of 
the current advertising in the oil in- 



dustry. Most oil companies continue 
to be too busy countering each other's 
statements to ever come up with any- 
thing new and refreshing. 

"There are, however, some notable 
exceptions. Probably the most spec- 
tacular current example . . . our own 
company, D-X Sunray Oil Co. Cer- 
tainly we don't contend that our ad- 
vertising and sales promotion have 
been entirely responsible for the spec- 
tacular sales of D-X Boron Gasoline. 

"But we do contend that we and 
our advertising agency, Potts-Wood: 
bury, Inc. have done an excellent job 
of getting the impression of product 
superiority across to the public in a 
believable manner." 

Mr. Middleton goes on to quote 
some remarkable sales figures, and 
says, rebukingly, "These sales in- 
creases might even impress a soap 
company, and I imagine you might 
have crowed considerably about them 
in your days of writing gasoline ads. ; ' 

Balanced off against such a stal- 
wart defense, however, was a phone 
call I received from a veteran of 40 



years in the publishing business who] 
professes to know the ad managers 
of nearl) every major oil company] 
in New York. 

"Congratulations," he said, "It's 
time somebody told those dumb! 
cookies off. Keep up the good work." 

Al Dann at the ANA also sent con- 
gratulations, but took a more moder-l 
ate tone. To him the column seemed'* 
to highlight the "need for better un <j 
derstanding of advertising by tof 
management," and he went on tci 
say, "This is an area where the As 
sociation of National Advertisers wil 
be devoting increasing attention^ 
Your excellent analysis will be o 
real help to us in such a program.'i 

From Donald Deskey of the wel 
known industrial design firm, camJ 
this comment, "I was very much in 
terested to read your article 'Lamp: 1 
for the Eyes of Oil Men'. Althougl 
we are concerned with a different 
but certainly allied phase of the oi 
industry, we also have encounterei 
the same basic problem discussed ii 
the article. "We can't feel as skepticaj 
as you, however, for we know tha 
many of the industry's leaders such a 
Conoco (mentioned in your column 
recognize this situation and are be 1 
ginning to take the necessary steps v 
overcome the problem." 

Meanwhile, a salesman for a leac 
ing New York radio station reporte. 
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i) SPONSOR that "Lamps for the Eyes 
>E Oil Men" was being read (with 
some snickers and harumphs) by the 
intire advertising department of Tide- 
vater Oil, and that all of his agency 
dients who had oil accounts had read 
t and generally approved. 

During the Christmas holidays, at 
•arious parties, 1 ran into a number 
>f agency men who swore me to 
ecrecy, and wouldn't be quoted but 
vanted me to know that I had ex- 
iressed their sentiments pretty ac- 

Apparently, however, such was not 
he reaction in Chicago. This past 
leek I received a three-page letter 
rom Kent H. Lee, v.p. of the D'Arcy 
igency. Mr. Lee enclosed five full- 
iage newspaper ads, three four-color 
jupplement proofs and a reel of tv 
ominercials to support his rather 
ndignant disagreement with what 1 
lad said. 

He begins, "I do not conclude, as 
[ou have, that 'nearly all oil adver- 
tising is composed of windy, mean- 
ngless claims, tired technical gob- 
iledegook, and a vast amount of 
umult and shouting over precisely 
Uthing at all.' 

I "It is my belief that the advertising 
irepared by D'Arcy for the Standard 
)il Co. (Indiana) is accomplishing 
I intended mission of influencing 
housands of motorists for the first 

■me, and holding millions of Stand- 

Ird users to our products." 

Mr. Lee goes on to cite the tribute 
kaid to D'Arcy's advertising by 
'young, aggressive John E. Swear- 
ngen 40-year old president of Stand- 

[rd Oil (Indiana)" who credits it 
nth helping Standard to increase its 
hare of market. 

He also points to the high reader- 
hip figures attained by Standard's 
•ewspaper and supplement ads, and 
lescribes in detail the careful prepa- 
iation and screening by which D'Arcy 
>rovides a "Powerful, fool-proof, 
rouble-free, year-long program." 

Finally, Mr. Lee sums up, "We see 
\bsolutely no comparison of your 
lescription of servicing a large pe- 
roleuni account and our experience, 
t is true that Standard keeps D'Arcy 
•n its collective toes; but only so we 
an run faster with the ball, not after 

[ How do other SPONSOR readers feel 
ibout this? ^ 
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M GUA3?7 LONG ML PD=GREEN BAY VII S 6= 
:SP0NS0R = 

4 0 EAST 4? NYK" 
'BECAUSE OF IMPORTANCE OF ICE CREAM USE OF PART I -DAY 
TOPPING, WE HAVE BEEN COLLECT I NG FIGURES OH SEASONAL 
ICE CREAM SALES. LATEST NATIONAL SURVEY SHOUS THAT 
ICE CREAM PRODUCTION IS APPROXIMATELY 31 PERCE IT 
LOVIER IN TEST f/0 NTH S OCTOP.ER THROUGH MARCH THAN IN 
SUMMER PERIOD. SPOT CHECK OF SUPER MARKETS II! THE AREA 

INDICATES THEY DO APPROXIMATELY ^ PERCENT 70 RE ICE 
CREAM VOLUME DURING MID SUMMER THAN MID '.'I|NTER = 
-BOB PARKER \" BAY HFV MARKETING i.1GR=. 



LESS TO TOP IN WINTER 



A%s Parti-Day Toppings near the 
half-way mark in their 26-week test 
of day tv in the Green Ray, Wis. area, 
a serious question about the test struc- 
ture has been raised by SPONSOR and 
WBAY-TV executives. 

When the test started on 15 Octo- 
ber little was known about seasonal 
variations in the dessert topping busi- 
ness. Neither Parti-Day Corp. nor 
the D'Arcy agency had accurate in- 
formation on which to forecast sales 
potentials. It was generally assumed 
that Parti-Day would be used on many 
types of desserts, and as an ingredi- 
ent in cocoa and hot chocolate. 

The winter months were thought to 
be especially strong for the two lat- 
ter uses. But a recent survey (sponsor 
3 January) shows that the chocolate 
flavors are not running substantial!} 
ahead of butterscotch and niarshiiial- 
low, so apparently the cocoa-hot choc- 
olate market is smaller than expected. 



TH WEEK 
OF A 

26-WEEK 
TEST 




Furthermore there are indications 
that the ice cream use of Parti-Day 
is leading all others by a wide mar- 
gin, lee cream sales, however, as the 
above wire indicates, are generalh 
25-30% lower in the winter months 
than they would he in summer. 

Does this invalidate the test results, 
or at least require that they be ad- 
justed upward by 25-30'; to indicate 
; ear-round potentials? Next week, 
SPONSOR publishes the answers to this 
and other questions in a full-length 
article on what Parti-Day has learned 
in the first 13 weeks of the test. ^ 



The test in a nutshell: Product: 

Parti-Day Toppings. Market: 80-mile 
area around Green Pay, Wis. Media: 
Day tv spots oub . Schedule: 10 
spots weekly. Length: 26 weeks from 
15 Oct. Commercials: Live, one-min- 
ute. Budget: $9,980 complete. 



SALES BOX SCORE 

16-31 Oct 580 cases 

1-15 Nov 1,450 cases 

16-30 Nov 370 cases 

1-15 Dec 1,090 cases 

16-30 D.h- 350 cases 

Shipments to wholesalers in Green 
Hay, Wis. area since >tarl of Iv icsl 




Window card check: (1 to r) Champale v.p. B. Hertzberg, Doner & Peck a.e. D. Neuman, v.p. S. Hirschberg, creative dir. M. Reese 



A different image in every port 

^ That's what Chanipal 
so it decided to make a vir 

^ Radio has proved the 
the approach to each mark* 

Back in 1939 Metropolis Brewery, 
Inc. of New York launched a malt 
beverage which over the years ad- 
mittedly acquired more images among 
consumers than a kaleidoscope. Called 
Champale, it's a brewery-made prod- 
uct with the characteristics of cham- 
pagne. It's higher in alcohol than 
1 beer or ale and sells for a little more. 

Champale's past has been spotty. 
It did O.K. during the war, then went 
into a decline. In 1947, a re-pack- 

j aging j°t> was undertaken which 

I changed the original brown bottle in- 

to a green one, decorated with a be- 

| scrolled label suggesting elegance, 

conviviality and prestige. Sales perked 
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e malt liquor had to face; 
tue of its lioii-uniform appeal 

only medium that can tailor 
et cheaply, effectively, quickly 



up for a while, then slackened again. 

By this time it was pretty obvious 
to all concerned that if Champale was. 
to make its mark it couldn't rely on 
a single image. The way consumers 
thought about it differed widely by 
income groups, regions, local cus- 
toms and ethnic islands. Moreover, 
the variations among distributors 
themselves were so great that when 
Metropolis decided on a new adver- 
tising drive in 1954, it was working 
against a background that was a 
veritable Joseph's coat. 

"The job was to transmit the im- 
age of a stemmed glass in many dif- 
ferent settings," explains Metropolis 



v.p. Benjamin Hertzberg. "One per- 
son had to see it on a bar top, an- 
other on a silver serving tray, an- 
other on a gingham table cloth. In 
one market, all these images might 
be needed and more. In another, one 
would be required. A direct type of 
appeal control was needed." 

Having realized this, the problem 
was how to capitalize on multiple im- 
ages without getting into such a mix- 
ture of copy and media approaches 
that the product would get hopelessly 
lost. 

Another factor: local advertising! II 
would be co-oped with distributors, I 
so varying budgets had to be consid- | 
ered. A series of radio buys seemed! | 
the answer, so spot radio was applied 
to the geographical and social patch- . 

Legal factors mitigate for ChamJ 
pale in a number of states. "We | 
looked at states where on-premise; jj 
consumption of alcoholic beverages | 
(Please turn to page 78) 

| 
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TV BASICS/JAN.-FEB. 



S^JAN.-F 

Sponsors remain faithful to net tv 



^ Year-end tally shows that practically no clients 
desert tv though there are several programing changes 

^ In eight of the 10 show changes, advertisers kept 
same time period. Alcoa buys half-hour show on ABC TV 



mid-season rundown of network 
tv points up this fact: while there are 
several new shows on the screens, 
Did faces are footing the bills. 

Advertisers are sticking faithfully 
to tv. with most of them hanging on 
to their original time slots, if not 
their original shows. 

This is the picture: Ten shows 
.were dropped so far this season; of 
these, eight sponsors retained their 
time period. 



Here's the sponsor-program run- 
down by network : 

CBS TV: Lever and Pharmaceu- 
ticals have replaced Jackie Gleason's 
half-hour with an hour-long western 
— Rawhide. Trackdown, following 
Gleason, moves with its sponsors to 
one of the half-hours vacated by Pur- 
suit. Mermen dropped the latter, and 
plans to go into two alternate week 
shows on NBC TV — Cimarron City 
and Dragnet. Adventures of Cham- 



pion takes up the first half-hour of 
the Pursuit slot, and, at press time, 
remains sustaining. 

>"BCTV : Pharmaceuticals dropped 
Concentration, for It Could Be You: 
1XU did the same to Bruins & 
Brawn, for The OA's Man. Further- 
more. L&M moved Sieve Canyon to 
replace its cancelled Ed Wynn Show, 
and placed Black Saddle into Can- 
yon's slot. P&G replaced Tie Tae 
Dough with Buekskin. originally 
sponsored on alternate weeks bv 
Pillsbun . 

ABC TV: Alcoa takes over Tues- 
day, 10-10:30 p.m.; R. J. Reynolds 
dropped Anybody Can Play leaving 
its replacement, Dr. l.Q. sustaining; 
Whitehall is out of John Daly News 
and Colt .45, Boyle-Midway and Ster- 
ling are in for the latter. ^ 



1. THIS MONTH IN TELEVISION 



Network Sales Status Week Ending 17 January 

Daytime Nighttime 



SPONSORED HOURS 



ABCf I 
CBSf l 
NBC I 



■23.1 
H27.9 



ABCf 
CBSf 
NBC 



SPONSORED HOURS 



AVERAGE COST OF NETWORK SPONSORED. PROGRAMING - 



Cost Number 


Cost Number 


Cost Number 


Cost Number 


Half-hour eomedy-var. 


Half-hour drama 


Situation eomedy 


Hour musie-variety 


$51,250 4 


$40,333 6 


$39,643 14 


$1 1 1,675 4 


Half-hour mystery 


Half-hour adventure 


Quiz-Panel 


Half-hour western 


$36,500 8 


$30,188 8 


$27,250 9 


$38,165 17 
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GRAPH 17 JAN. 13 FEB 



IDNESDAY 

BS NBC 


THURSDAY 

ABC CBS NBC 


FRIDAY 

ABC CBS NBC 


SATURDAY 

ABC CBS NBC 


■ service 






























Brlstot-Myers 


















D Edwards 

N-L '""w.'sOOtt 


D Edwards 

N-L U ' w'.SOOtt 
















No net service 














ABC News 


D Edwards 




ABC News 


D Edwards 




Tjight 


Wagon s Tra!n 
XaUMl»jJl\»ciiil 


Leave It To 
^ B « v « b 


(BumeU) 
Cla^rol (FC*B) 


efferson ^Drum 


^Rin Tin^Tin 


Your Hit Parade 

A met ^Tobacco 


Passage 


Dick Clark 


v-B 


People Af^ 




Wag<m Train 

(MrtMi? hrs) 
Elgin (JUT) 


A Z °s r0 k 
7-Up (JWT) 


December 
Bride 
General^Foodj 


Steve Canyon 


Walt Disney 


Rawhide 

VV-F (90.0C0 


) f r, E l Ikry A Que n en 

(8 9^nCA 

l!y r F US (27.500 
(% hr.) 


Jubilee, U.S.A. 
wn'i 8 " 9> 


Perry Mason^ 


•Perry Como 




Price 'slight 

Speldel (NC&K) 


The^Real 


^ Derringer 
W-f' (40.000 


It Could Be 




Rawhide 


Ellery Qucen^ 
^P^Har?^' 


Mibilce.^ U.S.A. 


Wan ted^ Dead 

Brllt^Myers 




VMB. n t«) e 


Milton ^Berje 


Pat Boone 

Chevy 
Showroom 

^ JCamp-E) ^ 


^Zane^Cray 


Behind Closed 
Doors 

.&M (Mc-E) alt 

VP <Bate (3S,000 


Man With A 
Camera 

(BHDO) 


Phil Silvers 
P° SH vers* Show 


M Squad 


■sraw 


^ CaleStorm 


Black Saddle 


1P0 (BBDCr? 
L. (275,000 


Bat Jdasterson 




Playhouse^O 
(LAN) alt 

Dr L&F ('* 4 ''n°r.) 


^>rd Show 


77 Sunset Strii 

Am (BaS) C " 


Playhouse 


The Thin Man 

My-F "(40.060 


Lawrence Welk 


Have Cun. W.I 


Cimarron City 


Steel Hr 
L MO.OOO 


This|ls Your 




Playhouse 90 

(Burnett) 


You Bet Your 
TonI (North) 
<3L (51.750 


77 c Sunset Stri 


Tht Line Up 

^ pag < Y *J l J oo 


Cavalcade of 


Sammy Kaye 


Cunsmoke 
IV F°* 110.00 


Cimarron City 


|'c Theatre 


(Burnet" 

^(10.11:^2/11) ^ 


lohn Daly News 

nl te.o'oo 


Playhouse 90 


Hall of Fame 

(9:30^m B 2/5) 
Dr-L (350.000 


lohn Daly New 

Lorlllard 




^Fight Beat 

Sp-L C & '(3.00( 






DA's Man 

LAM (Mc-E) 







Drama, ( F) Film, (I) Interview, (J) Juvenile. (L) Live, ( M) Misc. L preceding date means last .late on air. S folio-win 
Comedy, (Sp) Sport , V V mot f\V Wc t rn TNo charae for repeats, 
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C^-J' DAYTIME 



C O M P A F 



10:00 


c 
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»UNDA> 

CBS 


f 

NBC 


r 

ABC 


MONDAY 

CBS NBC 


TUESDA' 

ABC CBS 


Y 
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10:15 
10:30 
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10:45 




l ™* v "•• 








■,,„„„. r— ■ 
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11 :00 
11:15 




**> 






I Love^Lucy 






™. 
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12:30 
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1 Search for 
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si 




1:00 
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£ 


1:30 
1:45 






pas 




W 
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No net service 




2:00 
2:15 
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2:30 
2:45 










Art Linkletter 






W 




»? 


3:00 
3:15 


Centring 














■Mr" 






3:30 
3:45 


Rolle^Derby 












Who Do You 

Johnson' & 






«*•; 


4:00 
4:15 










Bright^ Day 
Aler r Home°Prod 


Queen Day 

la, 


wS^r, 




Queen for a 




4:30 










^of^ght 






.ge^Night 
















5:00 
5:15 




N.Y. Philhar.* 




Bands'tadn 














5:30 
5:45 


Lone Ranger 

Cracker Jack 
Frltos Co. 

tTalent cos 


t: New Tork 1 


NBC 
Kaleidoscope 

'Mfcarmonic, $ 


Mickey Mouse 
Club 

^Sweets^Co. 

150,000 






Adve n t u r e" m 






r 



HOW TO USE SPONSORS 
NETWORK TELEVISION 
COMPARAGRAPH & INDEX 
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The network schedule on this and precedi 
includes regularly scheduled programing 17 Jan. ] 
13 Feb., inclusive (with possible exception of chan 
made by the networks after presstime). Irregularly sell 
uled programs to appear during this period are li* 
as well, with air dates. The only regularly scheduled < 
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G R A P 



17 JAN. - 13 FEB. 



1 

EJNESDAY 

Li NBC 


THURSDAY 

ABC CBS NBC 


ABC 


FRIDAY 

CBS 


NBC 


SATURDAY 

ABC CBS NBC 




DCUg sust e ^ 






Dough Re Mi 






Dough R Mi 




!§ 












t st,- H r 

FYI.ld.lr. 






„.„..,,-.., 
















w 






w 






.u !?;„,» 


. ;,,r 




"Is" 








T< S-S!!" 


Concentration 

n»u« & m'ack 


Uncle Al Shov, 




■5KJT 








"III 


"=.T 


£i; 


Love of Life 


Tic Tac Doug 
















* 




bearch tor 
Cuidmg^Ught 


Lould Be-T8tr 










No net service 






No net service 




No net service 
News 


No net service 






No net service 


.it 


No net service 






No net service 


,„, 


WorUTurns 


No net servicf 




— 


No net service 


'r 










•wwsr 


iSr.HTst 


Truth or 

Consequences 






No net service 


r 




ST 


A,, K L i£ ,,e ' 








Haggis Baggis 






Whe. 










■* 






Young 
Dr. Malone 








It 










lib 


■VeTd^t Is Your 










li 


v"' 




Brighter Day 

tII: 






















Edge^Night 


County Fair 
Httnz alt 




Edge of Night 


























srs 



























«r?is not listed are: Tonight, NBC, 11:15 p.m.-l:00 Sponsors, co-sponsors and alternate-week sponsors are 

* Monday-Friday, participating sponsorship; Sunday shown along with names of programs. Alphabetical index 
Special, CBS, Sunday, 11-11:15 p.m. (Carter and ui nighttime program, ha* been discontinued. Show costs 



SpecW, CBS, 

F 



As ANPA steps up its attack on tv, SPONSOR ASKS: 



How do you sell against news 



W itli VNP V intensifying it* ef- 
forts to minimize efficiency of air 
media, six station men tell how 
tliey are taking up the offensive. 

George Moore, sales manager, WRCP- 
TV, Chattanooga, Tenn. 

The air media have never particu- 
larly sold against newspapers, mainly 
because we didn't have to, and most 




of us rightly felt that negative sell 
was not the best policy. But the time 
has come to fight back, and fight back 
hard. 

Television, which incorporates 
sight and sound, which utilizes mo- 
tion aud demonstration, and which 
gains entry for its persuasive air 
salesmen into the homes of millions 
of prospective customers, is unques- 
tionably the best medium for sales. 

It is gratifyingly paradoxical that 
tv, which uniquely combines all of 
the ideal salesmanship factors, is 
many times more cost-efficient than 
print media on a per exposure basis. 
According to the Leo Burnett survey, 
tv is four times more cost-efficient 
than newspapers but, unfortunately, 
we have yet no way of knowing how 
many more times tv is more efficient 
than print on a per-sale motivation 
basis! 

These figures point up the fallacy 
— and a highly prevalent one — of tak- 
ing newspaper circulation figures as 
a guide to the reach of any particu- 
lar ad. 

Furthermore, it is important to 
point out, when mentioning percent- 
ages noted, that these figures are 
based solely on the actual readers of 
a newspaper, and newspaper circula- 



tion, unlike tv, nowhere near saturates 
a market. 

For example, in medium-sized 
standard metropolitan areas (ap- 
proximately 100,000-105,000 fami- 
lies) the tv penetration figure gen- 
erally hovers in the high 80's and 
90's. On a weekly basis, a good tv 
station's circulation is virtually 100% 
of this. 

Furthermore, ratings which are 
tv's bard measure of commercial im- 
pact are predicated on all tv homes, 
representing in the neighborhood of 
90% of the market, while newspaper 
leadership figures are predicated on 
the number of subscril>ers, which rep- 
resents, in our limited sample, 64% 
of the families in a market! 

Arden Swisher, general sales manager, 
KMTV, Omaha 

Our approach to the advertiser 
who will decide between television 
and newspaper is based on the vital- 
ity and selling power of sight, sound 



clothing and theater accounts. 

We point out that the advertiser is 
not buying a pig in a poke when h( 
buys television. We explain ratings 
and how these ratings indicate the 
potential ready audience that awaits 
good, well-planned commercials. 

We contrast this with newspaper's J 
failure to provide readership ratings. 
And every advertiser will agree, al- 1 
though it needs to be pointed out 
again and again, that a newspaper 
circulation of 100,000 does not mean 
100,000 readers of an ad. 

We found that if we sell the idea 
of television first, we will automati- 
cally sell time with the idea. 

It's always easier to sell a product 
when you have a logical, complete j 
story to tell ... a story backed by 
thousands of convinced advertisers. 
We do it without tearsheets. 

Carl J. Burkland, exec. v.p. & gen.] 
mgr., WAVY-TV, Norfolk, Va. 

We use three factors in selling 
against newspapers. 

The first factor — the ability tol 
demonstrate through sight, sound and 




and motion as opposed to a still and 
speechless newspaper ad. Secondly, 
we prove that the advertisers know 
who they're reaching and ivhen with 
television as opposed to the false as- 
sumption that everyone reads the 
newspaper page. 

We prove television's power through 
specific success stories. We contrast 
newspaper ads with sample commer- 
cials tailored to the potential adver- 
tiser. We have often gone after, with 
success, the exclusive newspaper ad- 
vertiser. Using our art and produc- 
tion facilities, we clip his newspaper 
ad and bring it to life. This approach 
is particularly effective with men's 



action — speaks for itself. The sec- 
ond factor will vary by areas but 
generally speaking, television can pro- 
vide far greater coverage. In our 
area, the leading daily newspaper hasj 
a total circulation of 109,000 whereasj 
a conservative coverage study has rej 
ported our total circulation after five 
months of telecasting at 303,000, ar 
advantage factor of almost three t<j 

The third factor deals with cost oil 
reaching consumers by television anc 1 
newspapers. In our case a local read 
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papers : 



•rship survc) lias been made. It re- 
peals a tremendous difference in total 
eadeiship by pages, and astounding 
lifferences in readership by editorial 
terns, pictures and advertisements. 

Nor do all subscribers to a news- 
japer read the front page. Four per 
•ent of the subscribers interviewed 
lad not read anything on the front 
)age. and only one story on the front 
I lage was read by more than 50% of 
he subscribers. 

Specific readership of advertise- 
nents w ill vary even more. The cap- 
ion on a full-page color advertise- 
ment was read by less than half of 
he subscribers to a newspaper, and 
in that advertisement was read 
i less than one-third of the sub- 
>ers. Thus, the three factors 
;h we use in selling against news- 
apers are: first, television superi- 
ity, because it employs sight, sound 
id action as opposed to newspapers' 
ight only; second, the substantial 
•overage advantage usually provided 
>y television, and third, the greater 
mdience and lower cost-per-1,000 
|hat can be delivered by tv. 

'aul O'Brien, general sales manager, 
W'NTA-TV, New York 

It's difficult to say that one medi- 
um is more effective than another be- 
ause each one has its own unique 



Tv provides 
jar better 
coverage at 
lower cost- 
per-1,000 



dvantages. But for the advertiser 
anting to reach as many people as 
ossihle. television is definitely su- 
erior to the newspaper. 
Let's take an individual station, 
Channel 13, WNTA-TV, and stack it 
,P against a standard-size New York 
(Please turn to page 80) 



LATEST ARB 

FOUR WEEK, Oct. 15-Nov.ll SURVEY 

Shows WDEF-TV 

CHATTANOOGA 



^total competitive quarter hrs . 

WDEF-TV 226 

Station B 191 
Station C 61 

" prime viewing hrs. 7- 11:15pm 

WDEF-TV 71 

Station B.i 2 7 

Station G 2 2 

in facilities too! 




now telecasting from 
now broadcast contor 




74th MARKET-CHATTANOOGA 
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IN I lit £/U>l 

IN THE EAST 
IN THE EAST 
IN THE EAST 
IN THE EAST 

EASTMAN 
EASTMAN 
EASTMAN 
EASTMAN 




i Hi Hi H 
EaaanrHnrl 



MUVIlLAd h h h h 
MOVIELAB OOOO 
MOVIELAB flflflfl 
MOVIELAB 0000 




BLACK & WHITE 



INTERNEGATIVE 
INTERPOSITIVE 
INTERNEGATIVE 
INTERPOSITIVE 
INTERNEGATIVE 
INTERPOSITIVE 
INTERNEGATIVE 



BBBBB 

O O O O O 

^ ^ ^ ^ ^ 

CD CD CD CD CD 
gp £0 J— 1 



Kodachroi 
Kodachrol 
Kodachrol 
Kodachror 
Kodachror 
Kodachror 
Kodachrol 
Kodachror 



color 
color 
color 
color 

| C/5 l/i C/5 not 
fJL* 

• m— I • ■ — I • ■ — I - ■ — I 

^» -+^» -+^» -+^» 

• ■— i • ■— ■ • ■— ■ • ■— ■ 
Phi Phi Phi Phi 



fc*r-' Write for Color Methods Brochure: MOVIELAB COLOR CORPORATION, Movielab Bldg., 619 West 54th St., New York 

JUdson 6-0360 



^HSS 35MM (5248) COLOR NEGATIVE 

I5MM m: AND I6MM (7253 NTERMEOIATES 
. 35MM C 0 1 II [INC 

. 16MM CONTACT AND AOOITIVE COLOR PRINTING 
^^H{| 1 i MM K00ACHR0I IE 
FROM 16MM K00ACHR0ME TO 35MM COLOR 
. KODACHROME AOOITIVE COLOR PRINTING 
. 35MM COLOR 


SillB 


RUKSflTTDWH 


LULU 


LULU 


CO CO CO CO 


M 





HIT. |1 





> i s in y« (above) by Colgate via Ted Bates to rehearse, check on tape what's being shot on tv film 



THE COMMERCIAL IS 'IT IN '59 



^ Tv will see all-out commercials fight of new tape 
vs film, bringing many mechanical innovations 

^ Ad spending on tv commercials— lagging relative to 
print— will be boosted drastically; accent is on creativity 



I 



about to 



ake 



^^ommercia 

giant step on to a new plateau. As an 
essential part of the aver-all tv indus- 
try, commercials often have been 
either brushed off or singled out for 
special criticism. But a new phase 
seems to be in store for tv commer- 
cials in 1959— one that brings with it 
increased status and a more impor- 



tant role than ever in agency plan- 
ning and thinking. You can spot this 
in the following: 

Budgets for commercials are in 
for some drastic revisions. While the 
costs of producing commercials have 
increased a little — film costs will go 
up slightly and tape will represent 
the possibility of some economies — 



the real difference anticipated in cc 
mercials spending is in the percentage 
of a client's over-all balance sheet to I 
be allocated for commercials produc- ' 
tion. 

Tv commercials budgets have 
lagged behind print on a percentage 
basis. A rule of thumb in print ad- 
vertising is that somewhere between 
10% and 15% of campaign costs will 
be allotted for production expense. 
But in tv, this percentage has slacked 
off. During 1958. over $1.3 billion 
was spent in U. S. tv, but less than 
$50 million was estimated to have 
been spent on filming commercials. 
While this does not include spending 
on network live commercials or local 
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commercials, still a big difference is 
dear: print budgets have been allot- 
:ing two to three times more to pro- 
rluction costs than tv budgets. 

There ivill be a sharp rise in spend- 
ing on commercials in 1959. One 
estimate puts anticipated spending 
311 filming and taping tv commer- 
cials this year at about 50% higher 
han in 1957. 

A revolution in techniques and 
creativity is brewing with the intro- 
biction of videotape plus a major 
-ounter-attack from new film meth- 
ods. Sweeping changes are on the 
lorizon in the planning, writing, and 
iroduction of hoth film and tape com. 
ncrcials. The new paths ahead in 
ommercials production will demand 
vide experimentation — which must 
ead to hoth large rewards for some 
ind disappointments for others. 

Film commercials spending will 

« by several millions in 1959. 
.Vhile unit costs in tv commercials 
iroduction will go up a little, the nia- 

•ome about through the steady in- 
rease of quality in commercials. 
They'll cost more principally because 
hey "11 try to accomplish more. 

Tape commercials spending will 
ie relatively small this year, but will 
ncrease in I960. One educated guess 
daces tape commercials billings in 
959 at "a couple of million." A key 
actor is that tape-equipped stations 
lo not yet cover half the nation's tv 
lomes. But a year from now, a 
lealthy majority of homes are ex- 
acted to be within range of video- 
ape stations. 

• The eventual niche of the tape 
ommercial is still uncertain. While 
ape offers the potent advantages of 
peed and economy compared to film, 
still will take widespread experi- 
lentation to fix an ultimate role for 
. Tape partisans feel that it's the 
ommercial of the future. Many film 
len take the viewpoint that it's only- 
way of pre-recording live commer- 

m. 

What is tape? 

, Since confusion hangs over some 
,d circles on the subject of tape, a re- 
ievv of tape's accomplishments and 
iiortcomings will aid clarification, 
'ideotape simply stated is this: a way 
f recording and playing back im- 
lediately at a high level of quality 
hatever can be done in the "live" 
• studio. 
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The only thing re\ olutionary about 
tape is that it combines in a new way- 
capabilities that were available only 
separately hitherto. Kinescope rould 
record and play back — but processing 
took time and quality was always a 
matter of debate.^ 

have been experienced since the intro- 
duction of videotape, these stand out 
as being of prime importance: 

• Pre-recording of commercials 
that were formerly done "live." with 
all the spontaneity of live-looking tv. 
but without the hazards or mishaps 
that can occur in live presentations. 

• As a rehearsal tool for commer- 
cials that eventually will be done on 



film sometime?, with sidc-by -side 
shooting of film and tape cameras. A 
few minutes after production is over, 
client, agency, producer, and per- 
formers can preview in the tape play- 
back exactly what will come back 
from the film laboratories a few days 
later. 

• Economy and speed: videotape 
production costs are said to run one- 
third below film costs on the average: 
and since "processing" is instan- 
taneous, there's no delas and no need 
to rely on outside facilities. 

Nonetheless 
tion using tape still has to o\ercome a 
number of problems. Some will take 
time, others will require research. 



Infra-red process, among ihe startling new film developments of 
do automatic traveling mattes to combine live-action foreground- an 
commercial produced for Benton & Bowles shows original studio dioo 
composite delivered (below) by MPO, which lias exclusive on proci 





still others may have to be hypassed 
entirely. Some of these difficulties 

• Station coverage still is pretty 
meager. At present, only 40% of 
U. S. tv homes may he reached by 
tape-equipped stations. By January, 
1960, this will increase to an esti- 
mated 709? • A hidden factor in these 
coverage figures is that station choice 
is limited until all the outlets in a 
videotape market install facilities. 

• Handling of prints still offers 
some troubles. Copying in quanti- 
ties, ready identification of prints, 



can be achieved only when a number 
of pieces of equipment are grouped 
for mass production. Actually, rock- 
bottom costs aren't possible until sev- 
eral millions have been put into a 
round-the-clock operation. (Natural- 
ly, these figures don : t apply to sta- 
tions and others with going studio fa- 
cilities.) 

But, in all, here's the point to re- 
member : 

The implications of tape on the 
commercials production field are 
greater than anything else that's hap- 
pened since the introduction of tv it- 



rangement made between a commer- 
cials producer and a local station, 
with the latter providing existing stu- 
dio space and facilities. 

Because of the high investment, 
producers must either jump in — or 
wait and see. And if tape proves a 
commercial success, the producers 
who took the wait and see attitude 
will find themselves a year or morel 
advantage. Meanwhile, admen will I 
be keeping a sharp watch on tape I 
pioneers, learning from their success I 
and troubles. 




JWT by producer Lew Scliwai 
Wohl (standing) and Art Ko 



planned at Slill photographs S00 of them — are shut by photographer Howard 
lirectors Jack Zieff using models Stan Sherwin and Pamela Curran; selected shots 
lown at right got "action" and sound on Transfilm animation stand. See top p. 51 



trafficking copies to stations, etc., still 
must be smoothed out. 

• High cost of installation of 
videotape equipment must be re- 
couped by diversified activities. With 
a single piece of apparatus (such as 
the Ampex VTR-1000 costing $45.- 
000) continuous use is necessary if 
the investment is to he written off. 
Moreover, real long-range efficiency 



self. Because of the tremendous in- 
itial costs, smaller producers who 
don't have the big investment capital 
will experience a certain amount of 
headaches. One way of getting 
around this formidable obstacle, yet 
to he tested, is the idea of a "com- 
munity pool" financed jointly by a 
number of producers in major cities. 
Still another solution is a mutual ar- 



Who's Using Tape? 

In addition to the commercials be- 1 
ing taped by the networks for their 
clients, a few videotape producers de- 
livered commercials last fall. A sam-j 
pling of who is active with tape may 
be seen in this listing of December 
1958 production by Telestudios in 
New York: 



50 
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Advertiser: 


Agency: 


Kellogg 


Leo Burnett 


Gillette 


Maxon 


Sealtest 


X. \V. A>er 


Johnson & 




Johnson 


\. \V. A>er 




DCS&S 


Newport* 


LS\ 


Super Suds 


aw 


Savarin 


FC&B 


Prudential In 


s. Reach, McClinton 




Reach, McClinton 


A recent surv 


s\ of the intentions of 


-lieiits and a 


genries representing 



3()'"( of current tv spending — a pretty 



sizable 



tremendoi 
tape. 



if attitude towa 
•anging from cautious expe 
ion to enthusiastic hacking. Whether 
ir not there are widespread switches 
to tape by "live" and film devotees 
remains to be seen, hut almost every- 
ippears to want intensely to get 
some experience in the tape field. 

Film's changing status 

Certainly the introduction oj tape 
is acting as a spur to new develop- 
ments in film techniques and creativ- 
ity. Under the spur of competition, 
film men such as Marvin Rothenberg 
of MPO Productions foresee a flower- 
ing of strictly visual and cinematic 
creativity in film once it is freed from 
the aural and talking tradition that tv 
inherited from radio. 

The harmonious co-existence of 
I film and tape is already being dem- 
nonstrated by some film producers. 
Martin Ransohoff of Filmways an- 
ticipates the valuable use of tape as a 
rehearsal device for film commercials 
production. (See photo, page 48.) 

Many film producers have equipped 
(themselves for videotape and have 
experiments with it. William 
;er of Elliot, Unger & Elliot ac- 
quired the former Vidieam facilities 
in New York as a tape studio for 
ElE. and trials with tape have been 
in progress for a number of months. 

.New technical developments in film 
production such as the infra-red 
process have received widespread 
agency and client approval. The new 
infra-red process, perfected by the 
late Bernard Leonard Pickley, has 
been franchisee! on an exclusive basis 
h MPO in the East and Cascade in 
the West, h involves an automatic 
traveling matte which eliminates ex- 
pensive and tedious hand operations in 
{combining separate foregrounds and 
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5 begins with sound-voice track; 
y is scene f above) from*Traii»filin\ network Aero-Shave t 



lation of stills is 
brief, hardhitting 




Arresting result?, in these "squeeze" motion commercials for Ford (aliove) and Tek 
(below) have started one major bandwagon for Transfdm and other film producers 
that's expected to mushroom into one big creative trend in tv commercials of 1959 





Currently Producing 
Television Commercials 
For: 

N. W. Ayer & Son, Inc. 

Botten, Borton, Durstine & Osborn, 

Benton & Bowles, Inc. 

D. P. Brother 

Leo Burnett & Co., Inc. 
Compbell-Mithun, Inc. 
Compton Advertising, Inc. 
D'Arcy Advertising Co., Inc. 
Doncer — Fitzgerold — Somple 
Donohue & Coe, Inc. 
Doyle • Done ■ Bernboch, Inc. 
Williom Esty & Co. 
Clinton E. Fronk, Inc. 
Foote, Cone & Belding, Inc. 
Grey Advertising Agency, Inc. 
Kenyon & Eckhordt, Inc. 
Ketchum, MocLeod & Grove, Inc. 
Lennen & Newell, Inc. 
Richord K. Monoff, Inc. 
Moxon, Inc. 
McConn, Erickson, Inc. 
McKim Advertising Ltd. 
Emil Mogul Co. 
Morse Inrernotionol 

E. W. Reynolds & Co. 
Reach, McClinron & Co. 

Sullivon, Stouffer, Colwell & Boyles, 

Tothom-Loird, Inc. 

J. Wolter Thompson Co. 

Edw. H. Weiss Co. 

Young & Rubicom, Inc. 

Offices — 

New York City 

15 EAST 53rd STREET 

MUrrayhill 8-7830 

Hollywood 

4110 RADFORD AVENUE 
POplar 6-9579 



backgrounds. (See photo, page 49.) 

(The infra-red process basically is 
this: The foreground is lighted nor- 
mally, and the background to be 
matted out is lighted heavily with 
special infra-red light. Shooting is 
done via two of the three film sys- 
tems of a Technicolor camera, one 
loaded with conventional film and the 
other with infra-red sensitive film. 
The set of images produced on this 
latter film is a perfect and complete 
set of mattes.) 

Here is a list of some of the adver- 
tisers and agencies who have pro- 
duced commercials at MPO in the 
last few weeks using the infra-red 
process : 



Advertiser: 


Agency: 


Remington 


Compton 


Rand 






JWT 


Ivory Flakes 


Compton 


Campbell So 


up BBDO 


Mott's apple 


SSC&B 


juice 




Chase & 


Compton 


Sanborn 




Bulova 


Mc-E 


Glade 


B&B 


Revlon Satin 


Emil Mogul 


Set 





A significant fact in the listing 
above is that while cosmetics and lux- 
ury goods advertisers are heavy users 
of the new film process, it is catching 
on in other categories, too. The 
infra-red process, which opens an en- 
tirely new world of imagination in 
film production, is one more of the 
factors in the fresh creativity of com- 
mercials coming in 1959. 

Some of the film companies are in- 
vesting heavily and with confidence 
in the future of film commercials. 
One of these, Eastern Effects, which 
does opticals and special effects in 
film commercials, is now installing a 
complete aerial image system, includ- 
ing hoth an animation stand and 
printer. (The aerial image s}stem 
makes possible the simultaneous com- 
bination of half a dozen different 
visual sources.) Its advantage over 
other systems is that it combines pro- 
jected images with opaque art work 
images for continuous open visual 
inspection frame by frame while the 
work is in progress. Hitherto, the re- 
sults of such combinations could only 
be checked days later when the prints 
came back from being processed. 

A major creative trend for 1959 




EXPANDING 

MOST MODERN FACILITIES 

VIDEO tape 

SERVICES 

TECHNICAL CREW 
and 
ENGINEERS 
are 

IATSE EXCLUSIVE 




1 440 Broadway 
New York 18, New York 
telephone: PEnnsylvania 6-6323 
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TI spot editor 



tred by one of the leading film producers iti television 
S A It It A 
NEW YORK: 200 EAST 56TH STREET 
CHICAGO: 16 EAST ONTARIO STREET 



Miss Rheingokl of 1959, Robbin Bain, lias been selected in the second largest 
election in the country. The five minute spectacular, featuring Marge and 
Gower Champion and introducing the six contestants, and asking the public 
to vote, was a most important feature in this campaign. Produced by SARRA 



for LIEBMANN BREWERIES, INC. through FOOTE, CONE k HELD INC. 



This new ST. JOSEPH ASPIRIN FOR CHILDREN spot combines stop- 
motion, animation and live action. It stresses the fact that the proper dosage 
is in each tablet and that the safety cap protects them from busy little hands. 
The Regular ST. JOSEPH ASPIRIN is also sold with dignity to make ST. 
JOSEPH the "Family Aspirin Pair." One of a series created 'and produced 
by SARRA for PLOUGH, INCORPORATED through LAKE-SPIRO- 
SHURMAN, INC. 



"Nancy has a boy friend . . ." chants little sister as she twirls her beautifully 
"ALL" laundered dress. The rhythm of her motion is the device used to 
show the rhythm of the washing machine where "ALL" conquers the suds 
overloading problem. One of a series produced by SARRA for LEVER 
BROTHERS COMPANY through NEEDHAM, LOUIS and BRORBY, INC. 



SYRACUSE CAREFREE CHINA is all that the name implies. Real china 
that is dish water proof, stain proof and oven proof. The traiislucency shows 
the fine quality of the china and an amazing demonstration of hammering 
a nail through a wooden board with a codec cup shows why it is guaranteed 
for a year against breaking, chipping or cracking. Produced bv SARRA for 
SYRACUSE CHINA CORPORATION through REACH, McCLINTON 
and CO., INC. 



SARRA, INC. 

New York: 200 East 50th Street 
Chicago: 16 East Ontario Street 



SARRA, INC. 

New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 



SARRA, INC. 

New York: 200 East 56th Sti 
Chicago: 16 East Ontario Sti 




SARRA, INC. 

New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 



53 



that emerged in the closing weeks of 
last year is the new "squeeze" or slide 
motion technique in film commer- 
cials. Transfilm and several other 
producers led off the movement which 
combines some of the advantages of 
live-action with a number of anima- 
tion factors. The technique is in it- 
self not new; it was known as "fihno- 
graph" long ago. The process in- 
volves the use of a large number of 
still photographs or items of art work 
which get the appearance of action 
under the animation camera, which 
zooms, pans, pops-on. etc. In short, 
the material is mainly still stuff; the 
movement is in the camera. (See 
photos on pages 50-51.) 

Two important uses for this tech- 
nique are: 

• To achieve compressed impact 
in a high quality tv commercial. 

• To obtain economy for the local 
or regional commercial (and in in- 
dustrial films not intended for tv). 

Many advertisers saw at once the 
creative possibilities of "squeeze"' mo- 
tion and started an impressive hand- 
wagon for it. Orders for this new 
type of film commercial were placed 
by Ford through J. Walter Thomp- 



son, Chemstrand n\lon through l)o}le 
Dane Bernbach, Aero Shave through 
J. Walter Thompson, Instant Sanka 
through Young & Rubicam, Tek 
Hughes also through Young & Rubi- 
cam, and Esso through McCann- 
Erickson. A total of about 25 com- 
mercials have been delivered to these 
clients so far by Transfilm alone. 

According to Tom Whitesell, pro- 
duction v.p. of Transfilm, the advan- 
tage of the new technique is that 
waste motion is eliminated, and con- 
sequently "a great deal more of the 
sponsor's message can be put into 
one of these commercials.'* Economy 
can be an important factor, too. Rob- 
ert Bergmann, tv v.p. of Transfilm, 
pointed out that no technique has 
caught on as fast as this one in his 
company's entire decade of experi- 
ence with tv film commercials. 

The theory behind the slide motion 
commerical (or "squeeze" motion, as 
it is also called) is surprisingly sim- 
ple. "The viewer," says Bergmann, 
"can grasp a great deal more from a 
commercial in a short time than what 
many might expect." He cited the 
training devices used by the U. S. 



Armed Forces for identification train-" 
ing — the tachistoscope, which pro-' 
duces an effective image although 
flashed for only l/150th of a second. 

Credit for the new technique is 
ascribed to James Manilla, a produc- 
er at McCann-Erickson, who made J 
pilot film some seasons ago that was 
screened but never aired. In the proc-| 
ess, many agency producers became! 
familiar with it. A year ago, YounJ 
& Rubicam made the first spot of thi j 
type to be telecast. The client wal 
Johnson & Johnson on behalf ol 
Band-Aid Sheer Strips. 

Last summer Chemstrand nylor| 
tried the new technique and won on 
recent Venice Advertising Film Fest 
val award for it. Since getting thi 
recognition, the new technique h 
been assured of widespread creativ 
attention. 

Like cartoon animation, th 
"squeeze" motion commercial starl 
with a sound track with complel 
music, voice, and effects. Then sti 
photographs are taken — usually vaH 
ing from 150 to 500 in number— jj 
from these 50 to 100 are selected b 
the animation department. The en 
tire process usually takes from threil 
to four weeks to complete. 

Incidentally, one of the consel 
quences of using the visual-squeezj 
technique is that agency men mus 
show flexibility in taking on ne\ j 
roles. Within Harry Treleaven's Fori i 
account section at J. Walter Thomn" 
son some of the changes that too 
place in working on one commercia ' 
were these: Jack Wohl, usually a. 
art director, became the producer a 
one Ford spot and shared copy crecj 
its with another writer in addition t 
his usual art responsibilities. B 

Because of its adaptability to an 
graphic technique, the visual-squeez. 
commercial may well have flung ope 
the lid of a Pandora's box of ne| 
creativity in film commercials for th 
coming months. 

Film-tape balance sheet 

So on balance it's already clea 
that a stampede from film to tape-jl 
which was regarded as possible 
few weeks ago — is now regarded s 
very unlikely. Two principle force 
are at work which will make any trar 
sition that may occur in the directio 
of tape a gradual rather than a 
abrupt one. First, agencies and ell 
ents have to get their feet wet an' 
find out how and when they'll want t 




OPT/CALS 




MAURICE SAM MAX LEVY 



ART TO FILM 

. finest and fastest 



^few effects, ha. 

333 WEST 52ND STREET NEW YORK 19. N. Y. IbIaJhhJ 
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TELESTUDIOS IS THE INDUSTRY'S LARGEST CUS- 
TOM VIDEOTAPE PROOUCER. It's all yours at 
NTA'S TELESTUDIOS: 4 broadcast camera 
chains per studio-3 Ampex Videotape re- 
corders, with more on the way— high quality 
16mm Kinescope recorder -complete re- 
mote facilities— 35mm and 16mm film 
chain— 1959 RCA wipe and special effects 
amplifier— 70-circuit dimmer boards- 
Zoomar lenses — matting amplifiers — and 
most important, top level camera crews. 
CUSTOM SERVICE KEYNOTES NTA'S TELESTUDIOS 
OPERATION. Every member of the NTA'S 
TELESTUDIOS staff, every inch of space, 
every iota of equipment focuses on one 
objective: your production! It's the kind of 
red carpet treatment-the "take your time 
and do it right" treatment-the "custom 
service" treatment you always get from top 
to bottom with tape at NTA's Telestudios. 
NTA'S TELESTUDIOS IS THE MOST EXPERIENCED 
PRODUCER IN THE FIELD OF TAPE COMMERCIALS. 
Leo Burnett for Kellogg's, D.C.S.&S. for 
Noxzema, N. W. Ayer for Sealtest, Norman, 
Craig & Kummel for Speidel are just part 
of the great and growing list of distin- 
guished advertisers who call for and get 
more with tape at NTA'S TELESTUDIOS. 
More's the reason why you should join them. 
NTA'S TELESTUDIOS 1481 B'way, N.Y.-LO 3-6333 




NTA'S TELESTUDIOS: LEADING THE WAY WITH VIDEOTAPE ! 



use the new medium. Widespread 
abandonment of film commercials is 
out of the question. Second, the pro- 
ducers themselves are a conservative 
force. For varying reasons, many 
are reluctant to give up their usual 
film income, and still others may shy 
away from tape entirely. 

Some film producers, in fact, will 
flatly ignore tape and just go on do- 
ing business with film clients. The 
philosophy behind this point of view 
is this: at the moment tape business 
to some extent represents a substitu- 
tion for live fare on network pro- 
grams. The film producer can ration- 
alize that he isn't losing anything 
through the rise of tape because 
much tape production is business the 
film producer never had in the first 

Better business practices 

One of the signs of the new status 
of the creative side of tv commer- 
cials is a guild-association being 
formed by three leading factors in 
musical commercials production. The 
main purpose of this group is to take 
a lot of the guesswork out of the use 
of music in commercials. One of the 



agency problems is that prices some- 
times vary tremendously, and thus 
it's hard to find out which song- 
writers, arrangers, musical effects 
specialists, and performers are avail- 
able. The new guild, which will for- 
mally announce its formation in a few 
weeks, will attempt to stabilize and 
standardize prices and to simplify the 
problem of negotiation with talent. 
Equally important is its presentation 
of a set of ethical standards for the 
musical commercials industry, with 
only those producers meeting the re- 
quirements of good business and cre- 
ative practices being admitted to the 
guild. 

Another aspect of the maturity of 
the film commercials producers may- 
be seen in the activities of the Film 
Producers Assn. This organization, 
which includes approximately three 
dozen New York producers (plus a 
number of New York service com- 
panies as associate members), holds 
monthly meetings to discuss problems 
and opportunities of the film indus- 
try. It holds "Showcases of Tv Com- 
mercials and Techniques" for agen- 
cies and their clients. New develop- 
ments and questions of an all-industry 



nature are discussed regularly at openj 
meetings. Last November, for exam-j 
pie, the FPA stated the case for New 
York as a production center at a 
meeting of New York Chapter of the 
Television Academy of Arts & Sci- 
ences. The FPA has also been active 
in helping stabilize industry-wide la- ; 
bor relations. 

One important function of the FPA < 
has been its public relations services 
for the film producers. While some - 
producers such as MPO, Filmways.' 
and Transfilm have public relations 
departments of their own or engage 
outside public relations firms, man) 
of the smaller producers are not able, 
to budget for publicity expenses. Ia 
recent months, the FPA's public rela- 
tions council, Wallace A. Ross Enter- 
prises, has been a liaison between 
the Eastern producers and the public. 

New creative look 

With live-action continuing to 
dominate film commercials produc- 
tion, there's a tendency to diversify 
by using more location shooting. A 
number of new commercials "styles'' 
that have moved away from stricl 
studio realism indicate that excellent 



A new name in New York film production, with familiar faces and familiar place: 



EDWIN T. KASPER, former presi- 
dent and co-founder of FILMWAYS. 
INC. 

LEW POLLACK, founder and presi- 
dent of LEW POLLACK PRODUC- 
TIONS. INC. 

PLUS a complete staff of experi- 
enced production personnel. 



The places: 



The Lew Pollack Production I 
Studios at 321 West 44 Street 
and the former West Coast Sound 
Studios at 510 West 57 Streef. 




Two completely modernized air-condi- 
tioned mid-town stages with on-premise 
facilities for set design and construction — 
editing, sound recording with RCA and ! 
AMPEX film and tape channels. 

Twenty-thousand square feet of produc- I 
tion area to provide you and your client 
with the utmost in quality and service. 

A formula for 
qualify mofion picture 
production. 

PRODUCTIONS 

321 WEST 44 STREET 
N . Y. C. J U 2-8082 
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CLIP OUT AND SAVE THIS DIRECTORY OF 
lOO ACTIVE TV COMMERCIALS PRODUCERS 



i\L\V YORK 



Company Address 


Phone 


Contact 


American Film Producers, 1600 Broad » a) 


PL 7-591.) 


Robert Gross 


Audio Productions, 630 .Ninth Ave.*... 


PL 7-0760 


Peter J. Moonoy 


John Bransby Productions, 1860 Hrouilway* 


J U 6-2600 


John Campbell 


,.ars Calonius Productions, 45 West 45tli SlJ 


PL 7-0350 


Lars Calonius 


Caravel Films, 20 West End Ave.* 


€17-6110 


David 1. Pincus 


bneffects, 115 West 45tli Sl.*# 


CI 6-0951 


Nat Sobel 


|iamus Culhane Productions, 207 Ka>t 37th St.*# 


MU 2-6812 


Shamus Culhane 


:raven Film Corp., 330 East 5fitli St.* 


MU 8-1585 


Thomas Craven 


Robert Davis Productions, 21 East 63rd St. 


TE 8-8410 


Robert Davis 


Bene Deitch Associates, 43 West 61st SlJ 


CI 7-1970 


Gene Deitch 


Jynamic Films, 105 Park Avenue* . 


PL 1-7147 


Nathan Zucker 


Eastern Effects, 333 West 52nd St.*# 


CI 5-5280 


Maurice Levy 


llectra Films, 33 Wot 46th St.# 


J U 2-3606 


Abe Liss 


•eter Elgar Productions, 75 West 15th St.** 


JU 6-1870 


Peter Elgar 


Elliott, Unger & Elliott, 414 West 54th St.** 


JU 6-5582 


Stephen Elliott 


klmways, 18 East 50th St.*ti 


PL 1-2500 


Martin Ransohoff 


film Opticals, 421 West 51th St.# 


PL 7-7120 


Leon Levy 


•CI Productions, 66 Fifth Avenue 


CI 6-4127 


Gino Hollander 


lordel Films, 1187 University Ave.* 


WY 2-5000 


Richard Kent 


Villiam J. Gam Co., 40 East 49th St.* 


EL 5-1443 


William J. Gam 


Uerald Productions, 421 West 54th St.* 


PL 7-2125 


Gerald Auerbach 


Kord Animation, 165 West 46th StJ... 


JU 2-1591 


Lewis Gifford 


Koulding-Elliott-Graham, 420 Lexington Ave.# 


LE 2-9014 


Edward R. Graham 


Gray-O'Reilly Studio, 480 Lexington Ave.*. 


YU 6-4070 


James E. Gray 


rIFH Productions, 38 West 48th St. 


JU 2-5055 


Howard Henkin 


•lankinson Studios, 15 West 46th St. 


JU 6-0133 


Fred Hankinson 


hartley Productions, 339 East 48th St. 


EL 5-7762 


Irving Hartley 


lam Handy Organization, 1775 Broadway 


JU 2-4060 


Charles Bell 


Klaeger Productions, 16 Broadway* 


_. JU 2-5730 


Robert Klaeger 


l.obert Lawrence Productions, 418 West 54th St.* 


JU 2-5242 


R. L. Lawrence 


ames Love Productions, 115 West 45th St 


JU 2-4633 


James Love 


wcConnachie Productions, 730 Fifth Ave. 


JU 2-0123 


Morton McConnachi 


jlGM-TV, 1540 Broadwayt. 


JU 2-2000 


J. Bower, P. Frank 


MPO TV Films, 15 West 53rd St.*t 


MU 8-7830 


Judd Pollack 


)wen Murphy Productions, 723 Seventh \ve. 


PL 7-8144 


Owen Murphy 


lational Screen Service, 509 Madison Ave.*f_.. 


CI 6-5700 


Robert Gruen 


In Film, Inc., Princeton, N. J.t (Tel. Walnut 1 


1700 » 


Robert Bell 


lathescope, 10 Columbus Circle* . 


PL 7-5200 


Edward J. Lamm 


[elican Films, 46 West 46th StJ 


CI 6-1751 


Jack Zander 


■ avid Piel Productions, 562 Fifth Avenne# 


. CO 5-3382 


David Piel 


l.ntoff Productions, 64 East 55th StJ 


EL 5-1431 


Ernest Pintoff 


Ibbert Richie Productions, 666 Fifth Avenue* 


CI 6-0191 


Robert Richie 


Isrra, 200 East 56th St.* 


MU 8-0085 


Morris Behrend 


•etcher Smith Studios, 321 East 44th St.*.. 


MU 5-9010 


Fletcher Smith 


Lund Masters, 165 West 46th St.* 


PL 7-6600 


F. C. Wood Jr. 


lenry Strauss & Co., 31 West 53rd St.* ... 


PL 7-0651 


Henry Strauss 


|oryboard, 10 West 74th StJ 


TP. 3-7207 


John Hubley 


'ilbur Streech Productions, 135 West 52nd St. 


JU 2-3816 


Wilbur Streech 


1 II Sturm Studios, 49 West 45th St.*# 


J U 6- 1650 


Albert Hecht 


lobert Swanson Productions, 1 East 54th St. 


MU 8-4355 


Robert Swanson 


1 ' Graphics, 369 Lexington Ave.*#. 


PE 6-2923 


Lee Blair 



production office; some sales offices not listed « FPA member 

• specialiies in animation and or effects t equipped for tape 

Continued on following pagf 
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footage to 'nit a particular mood can 
he achieved when a talented camera- 
man i- sent ..it hctiliou. Further, 
there'- the advantage thai tie crew 
needn't l.c large and thai mil tire is 
hotll free and a\ailableJo all. 

Important ingredient in mam new 
creative approaches.. While advocate* 
of the "hard sell" have had an un- 
deniable effect in moving drugs and 
certain other products, fine results 
have been obtained through the u<e 
of pleasurefnl. "soft sell" elements. 

ing, a major approach to introducing 
pleasure into commercials is fantasy 

matic tricks of editing, special effects, 
and the like. What's new here is the 
use of these elements Io blend to- 
gether gently — a contrast with earliei 
uses of film devices to spur attentive- 
ness via irritating gimmicks. 

A major contribution to the fu- 
ture of animation in film production 
has been provided b\ the introduc- 
tion of new "aerial image" equip- 
ment. While "aerial image" systems 
were used in the past In Disney and 
other motion picture animators, the 
new equipment available through the 
Animation Equipment Co. of New 
Rochelle. \. V.. can be operated in a 
normally lighted room: former!}, 
darkness was necessary. Animation 
stands and printers of this t\pe have 
alreadv been delivered to' Eastern 
Effects. 

There are two obvious advantages 
to the new system: it makes produc- 

with better quality, and it also makes 
possible revision of existing commer- 
cials at low cost and with good re- 
sults. (Additional details .... the 
"aerial image" system are given in 
other parts of this commercial sec- 
tion. I 

Rundown of producers 

An excellent index to recent accom- 
plishments; and coming trend.- in film 
and tape commercials mav be had bv 
following the pulse of -omc of the 
leading producers in both field-. 

A sampling of significant actn ities 
at the studios of 10 producers was 
obtained l>\ sl'o.v-oii for this special 
commercials section. And pages .17- 
58 list 100 producers of commercials 
in New York. Los Angeles, and Chi- 
cago—ami even that listing does not 
comprehend a number of industry 

57 



CARAVEL 

Produces Commercials 
for 



RCA 
WHIRLPOOL 



Kenyon & Eckhardt, Inc. 

CARAVEL 

Produces Commercials 
for 



GENERAL 
ELECTIC 



Batten, Barton, Durstine & Osborn, Inc. 
Young & Rubicam, Inc. 

CARAVEL 

Produces Commercials 
for 



GULF OIL 



Young & Rubicam, Inc. 

For your next commercial 
call — 




Caravel^F i l m s 

20 WEST END AVENUE 

NEW YORK 
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NEW YORK CONTINUED 



Company Address 


Phone 


Contact 


Telestudios (NTA), 1481 Broadwayt 


LO 3-6333 


George Gould 


Terrytoons (CBS), 501 Madison Ave.# 




William Weiss 


Termini Video Tape, 1440 Broadway*! 


PE 6-6323 




Transfilm 3.5 West 45th St.* 


JU 2-1400 


Robert^e^mann 


Universal Pictures 445 l'ark Avenuet 


PL 9-8000 


Norman Gl^lk"" 


United States Productions, 5 East 57th St. 




FranciTTha"! 


UPA Pictures 60 East 56th St #t 


PL 8-1405 


jlaTilverTan 


Van Praag Productions, 1600 Broadway*t 


PL 7-2687 


William Van Praag 


VPI Productions, 325 West 44th St. 






Videotape Productions, 205 West 58th St.t 


JU 2-3300 


Howard Meighan 


Roger Wade Productions, 15 West 46th St.* 


.CI 5-3040 


Roger Wade 


Warner Bros., 666 Fifth Ave.t - 


_CI 6-1000 


Joseph Lamneck 


Wilding TV Pictures, 405 Park Avenue 


..PL 9-0854 


Russ Raycroft 


Wondsel, Carlisle & Dunphy, 1600 Broadway* ... 


CI 7-1600 


Harold Wondsel 


CHICAGO 






Academy Films, 123 West Chestnut — 


JVII 2-5877 


Bernard Howard 


Chicago Film Studios, 56 E. Superior 


_WII 4-6971 


Robert Caltlrhue 


Filmack 1327 S Waba-4i 


HA 7-3395 


Irving' Mack" 


Dallas Jones Productions, 1725 N. Wells . 


..MO 4-5525 


Dallas Jones 


Robert Lawrence Productions, 230 Ps. Michigan 


,.FK 2-6431 




Fred A. Niles Productions, 1058 W. Washington! 


_SE 8-4181 


Fred Niles 


Sarra, 16 East Ontariot 


WH 4-5151 


Robert L. Foster 1 


Ross Wetzel Studios, 615 N. Wabash Ave.# 


_SU 7-2755 


Ross Wetzel 


Wilding TV Pictures, 1315 W. Argyle . 


LO 1-8410 


Michael Stehney 


Jam Handy Organization, 230 N. Michigant 


ST 2-6757 


Harold Dash 


LOS ANGELES 




Animation, Inc., 736 N. Seward# . ... ... 


HO 4-1 1 17 


Earl Klein 


Cascade Pictures, 1027 N. SewardJ 


HO 2-6481 


Barne Carr 


Desilu Productions, 780 Gower 


HO 9-5911 




Jerry Fairbanks Productions, 1330 Vine 


HO 2-1101 


Fairbanks 


Filmways, 1040 Las Palmast _._ 


HO 5-9835 


T^Co^nlors 1 S 
° m . 0n "° rS 


Four Star Films, 1417 N. Western 


..HO 2-6231 




Stan Freberg Ltd., 7781 Sunset 


HO 2-6973 


Bob Klein 


Harris-Tuchman Productions, 751 N. Highland 


-WE 6-7189 




Grantray-Lawrence Prodns, 716 N. LaBrea#t 


WE 6-8158 


Gralt Si'mmons 


Sherman Glas Prodns, 7015 Sunset# 


HO 7-8151 




Lawrence-Schnitzer Prodns., 1040 N. Las Palmast 


IIO 7-3111 


Gerald "schnitier 


Lou Lilly Prodns, 5746 Sunset _ 


_HO 5-6325 


Lou Lilly 


MGM-TV, Culver Cityt 


.TE 0-3311 


William Gibbs 


MPO TV Films, 4024 Kadfordt 


PO 3-8411 




National Screen Service, 7026 Santa Monicat 


HO 5-3136 




Playhouse Pictures, 1401 N. LaBrea#... 


HO 5-2193 


Adrian Woolery 


Hal Roach Studios, 8822 W. Washington 


TE 0-3361 


Jack Reynolds 


TV Spots, Inc., 1037 N. Cole 


IIO 5-5171 


Shun Bonsall 


TCF Prodns, 1417 N. Western ...... 


_HO 2-6231 


Irving Asher 


Universal Pictures, Universal City . 


..ST 7-1212 


George Bole 


UPA Pictures, 4440 Lakeside, Burhank# 


..Til 2-7171 


Stephen Bosustow 


Van Praag Productions, 1040 N. Las Palmast 


IIO 2-1141 


Donald Kraatz 


Warner Bros., 4000 Warner, Burba nkt 


. IIO 9-1251 


David DePatie 



£ specializes in animation and/or pffects t equipped for tape 
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factors, nor did space consideration;, 
make a complete listing of sales 
branches possible. 

However, when used together with 
that directory — which may he clipped 
out for permanent reference — the fol- 
lowing will provide significant de- 
tails and information on film and tape 
producer activities and topics. 

Tape era begins 

While more than half a dozen com- 
mercials producers have installed tape 
facilities, only a few delivered that 
tvpe of product to clients in 19.58. In 
New York, NTA's Telestudios. Film- 
ways, Elliot, Unger & Eliot. Howard 
Weighan's Videotape Productions, 
and Termini Video Tape Services 
purchased recorders and put them in 
operation. On the West Coast, Cas- 
cade Pictures was among the pro- 

lucers that went into tape. And all 
over the country, networks, stations 

nd other broadcasting groups offered 
tape commercials services. 

Telestudios produced tape com- 
mercials with several agencies: 
through Leo Burnett for Kellogg; 
through N. W. Ayer for Sealtest and 
Johnson & Johnson; through Reach, 



for the finest in . . . 

ANIMATION STANDS 
OPTICAL PRINTERS 

P OXBERRY | 

the leading developer 
of animation stands 
and optical 
printing equipment: 
the new 
OXBERRY 35/ 76mm 
process camera and 
new "Standard" Series 
Animation Stand 




Write for free illustroted brochure 
HE 

ANIMATION EQUIPMENT | 

18 HUDSON STREET 
NEW ROCHELLE, N.Y. 



MoClinton & Co. for Prudential and 
IJreck; through Maxon for Gillette: 
through DCSS for Noxzema: through 
Lennen & Newell for Newport; 
through Foote, Cone & Beldhig for 
Savariii; and through Cunningham & 
Walsh for Super Suds. Telestudios is 
now expanding facilities, installing a 
second large studio in addition to a 
third smaller one for special require- 

Filimvays delivered several tape 
commercials to clients in 1958, and 
has orders for more tape work this 
year. The) are using tape extensively 
as a rehearsal device for film, per- 
mitting clients to see exactly what 
they'll get on film days in advance 
of the completion of film processing. 
Among the advertisers that have had 
their commercials produced in this 
film-plus-tape studio are Ford and 
Eastman Kodak. 

Elliot, Unger & Elliot has had 
tape equipment in experimental use 
for several months. Videotape Pro- 
ductions has installed a massive stu- 
dio for tape, and Howard Meighan 
has embarked on an ambitious liaison 
campaign to educate both Ampex and 
agencies to each other's needs and 
problems. Termini also has facilities 
available to do commercials and other 
work. 

Meanwhile a growing number of 
stations also have been active in pro- 
moting tape for local commercials. 
It's a practical way for them to write 
off part of the initial cost of installing 
tape recorders. 

Industry developments 

National advertisers have almost all 
of their film commercials produced in 
New York, Los Angeles, and Chicago: 
other cities do occasional national 
work plus a good deal of regional and 
local film commercials business. 

New York is the principal center of 
commercials production. It has at- 
tracted the film people who regard 
commercials as their main work. One 
problem sometimes voiced about West 
Coast production is that some com- 
panies regard programs as their im- 
portant business and commercials as 
secondary. Several active companies 
operate in Chicago, although that city 
is the least productive of the three 
major commercial centers. 

Here are highlights of late develop- 
ments, outlooks, and results among 
film producers across the country. 




ROBERT 
SWANSON 
PRODUCTIONS 

Musical com mercials 
to cover 
the ivhole scale 
of y out- 
advertising needs. 

689 Fifth Avenue 
New York, N. Y. 
Murray Hill 8-4355 
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SOME 



ABOUT 



TV FILM 

COMMERCIAL 

PRODUCTION 



Naturally, every film studio promises the 
finest production and the finest service — 
and certainly there's no reason to doubt 
their intentions. 

But Transfilm is in a better position than 
most others to back up its promises. You're 
entitled to know why. 

1. Top personnel. Many studios at- 
tempt to assemble crews of first class free- 
lance craftsmen. But, Transfilm already has 
a permanent team of top caliber creative 
personnel that clients say looks like a 
"Who's Who" of TV film production. And, 
it's a championship team because they've 
been working together for years. Look it over 
and judge for yourself. 

2. Completely integrated facilities. 

I Most studios offer adequate facilities. But 
j Transfilm offers complete facilities all un- 
I der one roof . For example: 

• a fully equipped, air-conditioned sound 

studio 

• a complete animation department 

• a complete art service 

• the latest in animation cameras and 

optical cameras 

• a distinguished editorial service 

• a modern, air-conditioned 16 mm and 

35 mm projection room 
Thus we take complete responsibilit y for 
the whole j ob . 

3. Systematized service. Transfilm 
has evolved a system of organization that 
enables us to give superior personal service. 
Each job force has a producer, who heads 
the production team, and a production 
supervisor who is directly responsible to the 
client. Thus the client keeps on top of the 
job at all times. 

This way of doing business has made 
sense to an impressive list of clients. If it 
makes sense to you, too, please let us talk 
to you about your next film job. 



Telephone: JUdson 2-1400 
35 WEST 4Sth STREET, NEW YORK 36, N.Y. 



lift] 



TRANSFILM 



PRODUCERS OF QUALITY FILMS TO FIT EVERY BUDGET 



FR££! GIGANTIC CATALOG 




S.O.S. CINEMA SUPPLY CORP., 602 West 52nd St., N.Y.C. 19 
WESTERN BRANCH: 6331 Hollywood Boulevard, Hollywood, Calif. 



• Mote Request far this Campre 



ir Company Letterhead. 



. Audio Productions, with an 
eye toward bolstering its share of the 
business, has named Tom Farrell as 
account executive covering New York 
agencies. 

• Caravel Films has been pro- 
ducing commercials "spectaculars" in 
its new $1 million" studio facilities; 
clients recently have included RCA 
Whirlpool, General Electric. U. S.j 
Steel, and Gulf Oil. 

• Craven Film Corp. has added] 
two new- studios and opened new 
offices in Los Angeles, New Delhi, i 
Ottawa. Gross volume was up 22% I 
in the last quarter of 1958. 

• Shaimis Oil banc reports a 
heavy influx of new husiness and has | 
consolidated its production facilities 
in New York where work is under the 

I personal supervision of Culhane him- 
self. Outside the commercials field! 
recent productions include a tv comig 
strip for Interstate TV, Showdowi 
Ulcer Gulch — a promotional film for 
the Saturday Evening Post, and a 
astronautic series for the AVCO Mar 
ufacturing Co. 

• Peter Elgar Productions, now| 
shooting a third series of tv commer- 
cials for Zest, also has been film 
full-scale production assignments at." 
its Cypress Gardens facilities. 

• Elliot, linger & Elliot, which, 
hears down hard in the creative end] 
entered the business originally as a 
still-photography organization and 
represents a force for high style-fash- 

. ions in commercials. Last fall. EUE 
1 acquired the old Vidicam studio 
| New York as a tape studio and has 
invested several hundred thousand 
dollars in tape equipment and experi- 
mentation. 

• Filmways has recently expand- 
ed both its film and tape facilities in 
New York, including recent purchase 
of three image orthicon tv cameras 
for its tape operation. One utilizatior 
for tape at its studios is as a rehearsal 1 
device for commercials being filmed, i 
Filmways made an offering of 15 1,000 
shares of public stock, now being I 
traded actively. 

• HFH Productions is an ag- 1 
gressive and young organization i 
which was formed last year. In ad- II 
dition to its animation and live- 
action services, 11FH publishes an. 
interesting newsletter to the trade,' 
called Between Takes. 

• Robert Lawrence of New York 1 1 
has established a number of affiliates 
in other principal cities. New York I 



(: ) 
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Ve 9 the members of the 

F:ilm — 
- producers 

Ire pledged to provide you 
with the utmost in 
uality, Responsibility, 
nd Service. 

■embers 

010 PRODUCTIONS, INC. 

IN BRANSBY PRODUCTIONS 
I RAVEL FILMS, INC. 
I AVEN FILM CORP. 

\MUS CULHANE PRODUCTIONS, INC. 

NAMIC FILMS, INC. 
I TER ELCAR PRODUCTIONS. INC. 
I JOT, UNCER £> ELLIOT, INC. 
B.MWAYS, INC. 

RDEL FILMS. INC. 

.LI AM I. CANZ & CO., INC. 

-iALD PRODUCTIONS, INC. 
'AY-O'REILLY STUDIO 
■BERT LAWRENCE PRODUCTIONS, INC. 

0 PRODUCTIONS, INC. 

TIONAL SCREEN SERVICE CORP. 
EN MURPHY PRODUCTIONS. INC. 

THESCOPE COMPANY OF AMERICA. INC. 
I BERT YARNALL RICHIE PRODUCTIONS, INC. | 

»RA, INC. 
■tCHER SMITH STUDIOS, INC. 
I ' JND MASTERS, INC. 

■ NRY STRAUSS & CO., INC. 

■ L STURM STUDIOS. INC. 

■ & FILM GRAPHICS. INC. 
tNSFILM. INC. 

•N PRAAC PRODUCTIONS, INC. 

■ PRODUCTIONS. INC. 
:er WADE PRODUCTIONS. INC 

<)NDSEL, CARLISLE & DUNPHY, INC. 

SOCIATE MEMBERS 

J E ANIMATION EQUIPMENT CORP. 
BARNES & CO., INC. 
■E CAMERA MART, INC. 
■MERA EQUIPMENT CO., INC. 
■i EFFECTS. INC. 

(LOR SERVICE CO. 

(NSOLIDATED FILM INDUSTRIES 

■ ART FILM LABS, INC. 
liTERN EFFECTS, INC. 

|f)RMAN & BABB, INC. 

ID MEDAL STUDIOS. INC. 
II CCA FILM LABS, INC. 

■ VIELAB FILM LABS, INC. 
■the LABORATORIES. INC. 

CCISION FILM LABORATORIES 
KVIEW THEATRE, INC. 
■)DL'CTION CENTER, INC. 

OUND STUDIOS. INC. 
f.S. CINEMA SUPPLY CORP. 
'1MINI VIDEOTAPE SERVICE 
TRA FILM LABS. INC. 
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<ck! its veil- 
has use of 
Republic Picture stages in Hollywood 
as well as its five sound stages in New 
York. An important technical inno- 
vation introduced by MPO is the 
infra-red process of automatic travel- 
ing matting with an exclusive license 
for the Pickney proeess in the East. 
(Cascade has it in the West.) Last 
vear MPO increased its roster of di- 
rectors to eight, and established a live 
presentations division under Bert G. 
Shevelove. MPO has not yet made 
any commitments to use tape. 

• National Screen Service, one 
of the oldest companies in the busi- 
ness of produeiua films for advertis- 
ing and best known for its theatrical 
trailers, is making a eoast-to-coast 
push for commercials business in 
1959 under industrial and commer- 
cials division manager Robert Gruen. 

• Fred Niles productions of Chi- 
cago has acquired the facilities for- 
merly occupied by Kling. It 



mual * 



to be $2 i 



whieh is approximately 70' < of com- 
mercials business placed in Chicago. 
Late in 1958. Niles established an im- 
portant liaison with the Freneh pro- 
ducer. Andre Sarrut. Although much 
of Niles' income is from Midwest 
spenders. East and West coast orders 
also are important. Niles intends to 
enter tape production. 

• Playhouse Pictures, Holly- 
wood animation specialists, was 
founded in 1952 by Adrian Woolery. 
current owner and president of the 
firm. His animation facilities are 
elaimed to be the newest in Holly- 
wood, with sp?ee for a staff of 25 
for complete animation production 
services. 

• Sana of New York and Chicago 
also entered the tv commercials field 
via the still-photography route. San a 
anticipates a considerable business in- 
crease in 1959 and is acquiring addi- 
tional spaee and facilities in New 
York. The Chicago office reports an 
inerease of business formerly assigned 
to the West Coast, and the appoint- 
ment of two additional staff members: 
Rill Newton as produeer -director and 



EVERY 

minute 

OF 

EVERY DAY* 

there is a 

PHIL MV1S 

MUSICAL 
COMMERCIAL 

on Radio & Television 

building sales 
in every major market 
for all kinds of products 



(*Current Broadcast Schedules 
29^60 

average over 'S}2, 660 per week) 



PHIL DAVIX 

A4USICAL ENTER PRISES 

MUrray Hill 8-3950 
59 East 54 Street Hew York 22 
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Chuck Zornig as a director. 

• Sound Masters, which prepared 
sales, films for New York Central Rail- 
road. Republic. Lockheed, and other 
companies, anticipates an increase in 

direct st\ le w ith simple graphics. 

• Kill Sturm Studios has ex- 
panded its New York facilities and 
has appointed Don McCormick as 
studio supervisor. They also have ac- 
quired exclusive stop-motion and pup- 
pet equipment for general animation 
use and in conjunction with live film- 
ing. Jacques Dufour, winner of a re- 
cent Art Director's Award has been 
appointed head designer. 

• TV & Film Graphics moved to 
larger studios and offices on 1 Janu- 
ary so it could offer a variety of spe- 
cial techniques such as live-animation 
combinations, rear screen process, 
stop-motion, and other devices; a vol- 
ume increase of 15-20T is reported 
for 1958 over the previous >ear. 

• Termini Video Tape Services 
is offering tape services to producers 



and plans to acquire a mobile tape 
unit in addition to its present studio 
equipment. 

• Transfilm, which lias spear- 
headed the creative vogue of "squeeze" 
or slide-motion in commercials, now 
has two separate tv commercials staffs, 



md ere 



der v.p. Robert Beigmann and a pro- 
duction division under v.p. Thomas 
Whitesell. Transfilm's participation 
with Doyle Dane Bernbach in produc- 
tion of the Chemstrand nylon com- 
mercials won the recent Venice Ad- 
vertising Film Festival award. 

• Van Praa<; Productions has 
appointed Hal Persons as account su- 
pervisor. Last year Van Praag 
branched out from auto clients into 
the wider fields of cosmetic, soap, and 
insurance commercials. Offices are in 
New York. Detroit. Miami, and Holly- 
wood. 

• Rojrer Wade Productions es- 
tablished a new animation and ait 
department under Marvin Friedman, 
and expanded editing services under 



Howard Mann and the live action de-| 
partment under Philip Donohue ana 
Bill Buckley. 

• Wilding has formed Wildind 
TV. a new Chicago branch managed 
by Joseph Morton. Production faciliJ 
ties are now operated through its New] 
York, Los Angeles, and Detroit^ 
branches as well. Wilding claims 35- 
\0 r /( increased in gross business last 
year. 

Among developments in the special- 
effects field are the following: 

• Eastern Effects has installed a 
new aerial-image animation stand 
printer, a technical advance for film 
in 1959 which makes possible contin- 
uous visual inspection of a variety ol 
live and animation sources while they 
are being combined. 

• S.O.S. Cinema Supply has de- 
veloped an electronic TEL-Anima- 
print hot press titling machine with 
automatic quality controls and has 
motorized a TEL-Animastand for im- 
proved special effects and animation 
results. # 
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AUCTION!- 

AUDIO PRODUCTIONS, INC! 

630 Ninth Avenue, New York 36, N. Y. • PLaza 7-0760 
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STILL ANOTHER ARB SURVEY SHOWS 

WRAL 

TV 

holds the 
of audience sign-on to sign-off 
in the area 



What a record — "tops" in every ARB survey of the Raleigh-Durham 
area since WRAL-TV began operations! 

This latest report (Oct. -Nov. 1958) shows one-week 49.6% and 
four-week 48.1% SHARE OF AUDIENCE, sign-on to sign-off. 

Get your share of the sales-building opportunities on Carolina's 
colorful Capital Station — check the availabilities today! 

4-CAMER A MOBILE UNIT • VIDEOTAPE RECORDER • LARGE NEW STUDIOS 

WRAL-TV 




IJTT^ }%\ T TOP POWER CHANNEL 5, NBC, RALEIGH, N. C. 

covering North Carolina from Greensboro to the coas 
from Virginia to the South Carolina line 
REPRESENTED BY H-R, INC. 
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MARTIN MANULIS 
20 th CENTURY FOX-TV PRODUCTION 

of 

MAX SHULMAN'S 
"THE MANY LOVES OF DOBIE GILLIS 

exclusive sales representative 



affiliate of GENERAL ARTISTS CORPORATION 

640 FIFTH AVENUE • NEW YORK 19, N. Y. 
CIRCLE 7-7543 



NEW YORK 
CHICAGO 
BEVERLY HILLS 
MIAMI BEACH 
DALLAS 
LONDON 
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Marketing tools, trends, news, 
in syndication and commercials 



^ FILM-SCOPE 



PUBLICATIONS II 



Latest among the national advertisers joining the trend into syndication is 
Lucky Strike with a regional buy to bolster its network schedules. 

The American Tobacco brand took alternate week sponsorship of MCA's Secret Agent 7 
in 34 Eastern markets for 26 weeks; agency is BBDO. 

A quick rundown of other cigarette money in syndication has American Tobacco on the 
NTA Film Network for Pall Mall cigarettes and Brown & Williamson in a regional with Mac- 
Kenzie's Raiders. Other brands such as Camels, Marlboro and L&M buying alternate week 
sponsorships in certain markets. 



There are three important contingencies upon which Ballantine's buy of Bold 
Venture in addition to Highway Patrol in up to 22 markets is understood to hinge. 

These are: (1) a satisfactory alternate week advertiser can be found so that half of High- 
way Patrol can be sold off, (2) choice time periods can be cleared in each market and (3) 
someone to split the costs of Bold Venture can be brought in — possibly the same buyer that 
takes Highway Patrol alternate weeks. 

The advantages of such a deal as this is that it doubles the advertiser's audience 
without increasing his program or time costs. 



A new combination of using video tape in equipped markets and kinescopes 
in other cities, now being tried by the Union Oil Co., could easily touch off a chain 
reaction of major importance. 

This solution of tape-plus-kinescope as a two-fold approach to get around coverage prob- 
lems has been suggested for a while by the tape men. 

But Union Oil's action in setting the example by striking out into this unexplored terri- 
tory is bound to find others of a similar disposition. 



Chicago this week entered the programing sweepstakes of the new year with 
two entries based on pastimes. 

They are: (1) Walter Schwimmer's Championship Bridge on film with Charles Goren 
and Alex Drier as m.c. and (2) Max Cooper's Winter Baseball on videotape from Havana. 
(For details, see Film Wrap-Up, page 74.) 



Another listing for FILM-SCOPE's occasional additions to the Department of 
Missing Syndication Buyers is this: the airlines. 

Since some airlines have regional service and virtually all of them do the majority of 
their business in the 30 largest cities, airlines have always seemed to be a logical r 
for the list of syndication buyers. 



One reason that airlines have generally stayed away from spot programs is they have 
been able to barter airline tickets for time with both network producers and indi- 
vidual stations. 
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FILM-SCOPE continued 



NBC is taking the color potential of tape quite seriously. 

The network ordered 16 color conversion kits from Ampex at an estimated total cost of 
£>300 thousand; NBC previously put §1.2 million into 27 black-and-white Ampex 
recorders. 

On the other hand, CBS and ABC are regarding color for tape with indifference. 
CBS ordered just two machines, one for j\ew York and one for Los Angeles, and ABC 
has none. 

In comparison with NBC's 27 monochrome tape recorders, by the way, Ampex is deliver! 
ing 22 to CBS and 17 to ABC. 

Price tag of the VTR-1000 is 845,000, while color kits are $19,000. 

A new status for three or more companies is in the cards with Bud Barry's 
resignation as tv v. p. of Loew's. 

Barry is understood to have accepted a five-year offer to head up the NTA Film Network. 

Meanwhile, Loew's is considering offering the vacated post to the head of an active syn- 
dication company. 

ITC's production plans for 1959 continue to have a strong literary flavor. 

In addition to going ahead with an anthology based on Post stories which will have pro- 
duction divided between Hollywood and London, ITC will shoot 39 episodes of Treasury 
Agent, based on a book by a Washington correspondent. 



COMMERCIALS: Credit for introducing the new visual-squeeze or slide mo- 
tion technique to agency circles, a process that's now creating quite a stylistic 
vogue, has been given to Jaincs Manilla, a producer at McCann-Erickson. 

Manilla did this several season ago, but the fruits have sprung up just in the last few 
weeks. 

(For more on this process and other commercials news and trends, see the special sec- 
tion on tv commercials, pages 47-62.) 

Gallo wine is trying something new (like Union Oil) in using a combination 
of videotape and kinescope for its commercials. 

Spots were produced at KTTV on tape and will- be offered to tape-equipped stations in 
that form with other outlets getting kinescopes. 

Film and commercials flashes: Hal Persons is new account supervisor for Van 
Praag Productions . . . Harry McMahan, former tv commercials v.p. at Leo Burnett, is ex- 
hibiting some 50 Venice Festival commercials of which four U. S. entries are Calo Cat Food, 
Duncan Hines Pancakes, Purina Dog Chow and Chemstrand Nylon . . . Eugene C. Wyatt 
becomes network sales v.p. of Bernard L. Schubert, Inc. . . . Arthur Spirt named midwest- 
ern sales manager and v.p. for Gross-Krasne-Sillerman . . . CBS Television Stations division 
appointed Robert Fuller publicity director for CBS Films and Howard Berk as owned 
stations and spot sales director of puhlicity . . . Correction: the name of William Holden 
appeared in this column erroneously last week as the star of Ziv's Moon Probe series; Wil- 
liam Lundigan is the star. 
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What's happening in U. S. Government 
that affects sponsors, agencies, stations 



WASHINGTON WEEK 



House Committee chairman Oren Harris pulled another one of his surprises this 
week: he introduced a hill that would permit more limited tests than the FCC has al- 
ready proposed. 

Harris heretofore had gone along with the Congressional trend to ban pay-tv. 
The substance of the Harris bill: 

• Bans pay-tv either by air or wire until Congress — not the FCC — specifically sets up 
ground rules for such a system. 

• The FCC would be required to go to court to stop any wired or air pay-tv system, if any 
entrepreneur persisted. 

• Technical tests would get the green light and there would be a limitation of no more 
than one market for any one system or any one interest. (Harris interpreted this provision as 
meaning actual "trial runs" would be permitted. To hi in "techuical test" is tantamount to 
"commercial test".) 

Harris, however, said the FCC would have the power to prescribe limitations, which 
system in which city, how many homes might be served, how long the test would run, etc. 

Where the rub for commercial tv lies; It permits a loophole for permitting pay-tv to 
build up heavy publie demand in the largest population centers. On the other hand, 
pay-tv advocates will roil at the fact they must still wait for an affirmative act of Congress. 



Rep. Harris had other ehilling words for the broadcasting industry. 

In a statement accompanying his pay-tv bill, he expresed strong doubts that the system 
would do what its backers claim in the line of program improvement. He said in the absence 
of Federal regulation, pay-tv might merely add another financial burden to the taxpay- 
ing publie. 

There was a big but. It went: "In my opinion, television programs available to the Ameri- 
can people have become highly commercialized, and their adequacy in the public interest, with 
respect to both their quality and their variety, has been questioned." 

He added, "plans are now under study for better enforcement of existing legislation and 
the enactment of new legislation for the purpose of bringing about better service in the public 
interest by commercial television licensees." 

This was a very broad threat, not modified or even explained elsewhere in the Harris 
statement, nor did Harris care to elucidate personally. 

The staff report of the Senate Commerce Committee, drawn up by special coun- 
sel Kenneth Cox, had sharp words for the FCC, which my now must be developing a 
thick collective hide. 

The FCC had dawdled about getting more tv service to rural areas, Cox charged. On- 
channel vhf boosters, now illegal and recently ruled against anew by the FCC, should be per- 
mitted, he added. 

Cox said a loeal tv station should be preferred, second in priority a half local-half 
satellite, third a full satellite, fourth devices such as translators and boosters, and last, the 
community antenna systems. 

He acknowledged that when a local station can provide only one network, and a lesser 
service can provide more services, the FCC would have to use its judgment about the public 
interest factors involved. 
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A round-up of trade talk, 
trends and tips for admen 



SPONSOR HEARS 
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Madison Avenue's latest self -kidding goes like this: 

The same outfit that turns out copy urging smokers to be non-conformist and think 
ndependently is hardly a model of those characteristics. 



argin of between 2-4% as against 



Beer marketers expect 1959 sales to sho* 
the previous year. 

The figures could go either way, depending on the effect that the usually cold wiiffl 
ter will have on suds consumption. 



Smaller advertisers whose growth doesn't show prospects of improving will find 
cooler climate among agencies in 1959. 

The attitude among agencies is this: If afti 
doesn't look like a money-maker, ask it to m 



year or year-and-a-half the accountl 
elsewhere. 



The latest saturation splurge by L&M in spot tv is of such broad dimensions thai I 
competitive cigarette brands are having trouble getting into some of the same 
markets. 

L&M apparently is hedging its network bets with huge doses of spot. 



Pete Levathes, who just took over the administration of Y&R's tv/radio department! 
actually got his start in the business as a show producer and saleman. 

He produced (via 20th Century-Fox) the first regularly scheduled tv film news ic-J 
ries, which evolved into the Camel News Caravan, and sold Crusade in Europe to Y&r^ 
for Life Magazine. 

Stations henceforth may do a little more research before changing their call 
letters as the result of the embarrassment experienced by a Southwest station. 

Its new call letters befit the military installations in that area, but to bi-lingual listener! 
they have a questionable connotation. 

Take this occurrence of the past week on Madison Avenue as an example of how tlH 
formula buying system may trap you: 

Told to buy the highest-rated stations between 7-9 a.m., a timebuyer rejected a 3.S 
station in favor of a 3.6 station — even though the former had a 50% less cost-per 
thousand. 

Explained the timebuyer: "We're buying ratings, not top cost-pers." 



A Park Avenue agency was able to buy radio spots for a continental 
local rates by reminding stations of this: 

Not so long ago the same stations granted tlie local rate directly to a cleanse 
account which likewise was on a national basis. 

Added the agency: "We can't be put in the position of letting you discriminat 
against any of our accounts. It's either the local rate for all or none." 



ua 
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SELL... 




KORV 



5000 WATTS 



h Morket - 33% 
d consistently by 
The ONLY way 



of JACKSON 
on WOK J 

of BIRMINGHAM 

on WENN 

of SHREVEPORT 

on KOKA 
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ml and regional spot buys 
now or recently completed 



SPOT BUYS 



TV BUYS 

General Mills, Inc., Minneapolis, is preparing schedules in to| 
markets for its Chocolate Cake Roll Mix. The campaign starts 25 
January for four weeks. Minutes during daytime slots are being 
lined up; frequency depends upon the market. The buyer is Ha 
Davis; the agency is Batten, Barton, Durstine & Osborn, Inc., 
York. 

The Borden Co., Inc., New York, is initiating a campaign in majoi 
markets for its Instant Whip. The schedules start this month, rui 
for eight weeks. Minutes and 20's during both daytime and night 
time segments are being placed; frequency varies from market t 
market. The buyer is Chips Barrabee; the agency is Lenr 
Newell, Inc., New York. 

J. A. Folger & Co., Kansas City, is going into 45-50 markets witl ' 
a campaign for its coffees. Start date is this month, with a 52-weel 
run. Ten- and 20-second announcements are being used; frequencie 
depend upon the market. The buyer is Al Randall; the agency i 
Cunningham & Walsh, Inc., New York. 

Lever Bros. Co., New York, is entering markets throughout 
country for its Surf detergent. The 13-week campaign starts th 
month. Minutes and 20's during daytime segments are being schei 
uled, with frequencies varying from market to market. The buy 
Hal Davis; the agency is Batten, Barton, Durstine & Osborn, 
New York. 



RADIO BUYS 

Creyhound Corp., Chicago, is going into various markets throug] 
out the country to promote its bus lines. Schedules this month an, 
next vary in length. Minutes during daytime periods are beinw 
slotted; frequencies depend upon the market. The buyer is JoaJ 
Rutman: the agency is Grey Advertising Agency, New York. 

Standard Brands, Inc., New York, is kicking off a campaign i 
major markets for its Blue Bonnett Margarine. The four-week scha 
ules start this month. Minutes during daytime periods are beirJl 
used; frequencies vary from market to market. The buyer is Lt| 
Soglio; the agency is Ted Bates & Co., New York. 

General Foods Corp., Jello-0 Div., White Plains, N. Y., is 
top markets for its Calumet Baking Powder schedules. The c& 
paign starts this month for a five-week run; frequencies dep« 
upon the market. The buyer is Bill Croke; the agency is FoJ| 
Cone & Belding, Inc., New York. 
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I ACTIOH 

I TOPEKA 

n|AT 

M 5000 WATTS 
1440 on your dial 




FIRST IN PULSE! 

For the Fifth Straight Time — KJAY Action Radio 
has captured the Pulse of Topeka — Again KJAY 
LEADS in total share-of -audience all day long from 
6 AM to 6 PM! 

(Topeka Metro Pulse, October 195 8) 



pxA = 



BA J 



KJAY offers TOPEKALAND advertisers the BUYER 
ACTION formula. General Manager Ed Schulz can 
give you this formula, or nationally, contact KJAY's 
NEW National Reps — 



Gill - Perna 



mi 



rvmg 516,486 people ii 
f ! rich Kansas Counties 
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TOPEKA, Kansas 



5000 WATTS 
1440 on your dial 



ADVERTISERS 



LestoiFs saturation t\ technique 
ami Nescafe's saturation radio 
techniques were scrutinized, last 
week, at the RTES Seminar 
luncheon. 

"Ike" Eskenasj, v.p. of Adell 
Chemical Co., speaking for LestoiL 
predicted that h} the end of this >ear 
it* advertising budget will exceed 
SU million. 

The hasis of Lestoil's campaign: 
1) purchase only daytime and late 
evening hours — no prime time, 2) 
buy all stations in a market and 3) 
buy a minimum of 30 spots per week 
on each station for a full \ear. "It is 
preferable to reach smaller audiences 
with many impressions," said Esken- 
asy. 

Speaking for Nescafe and satu- 
ration radio, Joseph Scheideler, 



executive v.p. at Nescafe's agen- 
cy, Bryan Houston, said: 

"Saturation radio should be budg- 
eted within an over-all product budg- 
et .. . and not exist as a result of 
money available because of network 
preemption or because some maga- 
zine dollars turned up when you 
missed a closing date." 

Scheideler noted that Nescafe's 
saturation radio campaign will con- 
tinue this year on an expanded major 
market hasis. 

Campaigns: 

• Christmas in January and Feb- 
ruary: That's the theme adopted by 
Rainbow Crafts, Inc., Cincinnati, 
makers of "Play-Doh" modeling com- 
pound. The assumption is that toy 
retailers need advertising support 
most after the holidays, so Rainbow 
has purchased spot announcements 
on children's tv shows in 15 major 



WRAP-UP 



markets. Schedules call for eight I 
20 spots over a period of eight week] 

• Spreading out: V. La Rosa J 
Sons began this month, to set up I 
Florida sales force for its macarol 
and Italian Food specialties. Til 
campaign includes a heavy radl 
schedule. 

• Blister Brown Textiles, InJ 
after running test tv spots in tM 
cities, has decided to increase M 
schedule via a buy of spot annouii' | 
ments on a kiddie show — The Row- 
er Room — in nine markets. Agencl 
Arndt, Preston, Chapin, Lamb I 
Keen, Philadelphia. 

. The Seahrook Farms (J 
launches, this week, a spot tv cai 
paign in the New York metropolit | 
area, via three stations, to introdu| 
its new prepared vegetables 
"Miracle Pack." Agency: Smit 
Greenland. 

Thisa 'n' data: Skippy Pean 
Butter is celebrating its eighth cc 
secutive vear of sponsoring ABC 
You Asked For It . . . Philip Mc 
ris, Inc., has signed up four Nj 
York Giants football menihers \.m 



NEWS & IDEAS 
PICTURES 





sales force during the oil-season 
Donna Reed, star of her own 
on ABC TV, was taken on an 
pection tour of Shulton's f the 
sponsor) plant in Clifton, N.J. 

rictly personnel: Donald 

>ene, appointed advertising man- 
:r of Ka)eo Manufacturing Co. . . . 
bei t Kob, elected a v.p. of B. T. 
Ebbitt . . . W. II. Sehomburg, to 
aistant general sales manager of 
na Corp., Toledo . . . Walter 
ibid, to v.p. in charge of adver- 
ng, Friend Bros., Melrose, Mass. 
. Harry Carlson, Southwestern 
ision supervisor and Marc Jiuig- 
i, Virginia district manager of 
Tipbell Sales Co. 



AGENCIES 



Ce of the first bigger mergers 
01 the new year has taken place 
I ween Fletcher D. Richards 
I' I Calkins & Holden. 
flsew name: Fletcher, Richards, 
■ kins & Holden. with billings at 
a Iroxiniately S35 million. 



New officers: Fleteher Richards 
remains president and chief executive 
officer; Bradley Walker, chairman of 
the hoard; Paul Smith, vice-chair- 
man: J. Sherwood Smith, chairman 
of the executive committee and Ed- 
mund Johnstone, executive v.p. 

Reeently, the Richards agency 
merged with two smaller groups — 
Harris, Harlan Wood, on the Pacific 
Coast and the Tandy Agency, of 
Canada. 

Incidentally, the first account 
awarded to this merged agency is 
Sof skin, Inc., maker of hand cream. 

A sizable chunk of new business 
landed in the John W. Shaw shop 
this week: The Red Heart Dog Food 
portion of John Morrell & Co., hill- 
ing around $1.5 million — and heav) 
in spot radio. 

This aceount was snagged from 
Campbell-Mithun, also of Chicago, as 
was Morrell Pride Meats and the Red 
Heart Cat Food which Shaw acquired 
last spring. 

Other agency appointments: How- 
ard Clothes, fne., to Mogul, Lewin, 



Williams & Savior . . . M. J. Mcr- 
kin Paint Co.. to'O. T. Stanley Co.. 

.New York . . . Lehn & Fink Carib- 
bean Cor])., for advertising in Mexico 
and Venezuela, to Y&K . . . Napier 
Engines, Inc.. to EWK&K . . . .Mer- 
cury Records, with hillings at $500.- 
000. to John W. Shaw, Chicago . . . 
Robert Hall Clothes from Frank B. 
Sawdon to Arkwright Advertising. 

Another merger: Frank B. Swan- 
don, Inc., New York, has acquired 
the F. B. Stanley Advertising Co. 
Stan Syman heroines executive v.p. 
and Ardien Hodner. v.p. and media 
director. 

New agencies formed: J. II. Alt- 
liian & Co., Detroit, formed by 
Jerome H. Altman. foinierl) presi- 
dent of Altinan-Yaffe. Inc. . . . Gnm- 
pertz, Bentley & Dolan, Los An- 
geles, formed 1>\ Cordon GumperU, 
to he president: Phil Bentlej, v.p. 
and account service director and For- 
rest Dolan, v.p. and creative director. 
All were formerly account executives 
at the Edward S. Kellogg Co., Los 
Angeles. 




It's 10 years on the air f 
television .-how emanating f] 
anniversary get-together are 
dent of baking company spo 
. Robert Reiil, 



m tike it 

fcntly by WG.MS, Washing! 
1.0 letters, 5,000 request 



new music format adoptee 
n, D. C. Here Muriel Sutton displays 
for station's new program guide 



11 ,„ 



Birthday! Del 



fav 



♦hy. celebrates 
^congratulations from Alan 
I kofT. tv /radio director for 
iff & Wayburn Agency 



(ILKV 



Talking it o>er are Robert \ 
Sarnoff, (1) chairman of the boai 
of NBC and Dr. Harvey E. Whit 
prof, of physics and uce chai 
man of U. of CaL who con 
the net'- Continental ('.las: 




r Hreadthni Stories, live children's 
m WRCB. Schenectady. Shown at 
I to r) Frank Freihofer, Jr., prcsi- 
•or, Jim Fisk, the show's storyteller 
•gr. marketing, WCY. W RGB, Jack 




Thisa V data: Samm Sinclair 
Baker, of the executive staff of 
Donahue & Coe. has started writing 
a business-advertising book for Dou- 
bleday & Co. . . . News from over- 
seas: Robert Douglass Stuart, 
marketing con?ultant. began conduct 
ing. kst week, the first of a seven 
week seminar in Berlin on U. S. 
keting techniques . . . Hameroff Ad- 
verlising, Columbus. Ohio, an 
nounced its incorporation last week 
. . . Winner: Keg Spnrr, media buy- 
er at Y&R. copped a trip to Paris as 
first prize in the KB1G. Los Angeles, 
copy-writing contest. 

They were named v.p.'s: Gerald 
Light, from account group head to 
v.p. at McCann-Erickson . . . Horace 
Curtis, to SSC&B as v.p. on the 
American Tobacco Co. account . . . 
Kieliard Goebel, to v.p. at Comp- 
ton . . . Edward Ritz, v.p. in charge 
of media, Klau-Van Pietersom-Dun- 
lap . . . Daniel Dnffin, v.p. in charge 
of client public relations for the East- 
ern division of EWR&R . . . Lester 
Rounds and Ed Spitzer, v.p.'s at 
Kudner . . . Arthur Taylor, v.p. in 
charge of media in the Chicago office 




SEEN . . . 

by more people ! 

Nielsen (Spring '58) shows 12.5% 
more TV homes. Refigure your cost 
per thousand! Base it on ratings x 
Nielsen! 

KTBS-TV is seen by moi 
million people with more 
billion dollars to spend ii 
rich four-state market. 
Channel 3 is the only sin- 
gle TV buy that can give 
you full coverage of this 
rich four-state market. 
Ask your Petry 

£ CKANNELSCt KTBS-TV 

E. Newton Wray. Pres. & Gen. Mgr. 



e than a 
than 1.5 
this oil- 

NBC 
ABC 



IS.TV 



of Reach, McClinton & Pershall . . . 
Darrell Roberts, administrative v.p. 
of MacManus, John & Adams . . . Hal 
Dickens, v.p. in charge of merchan- 
dising. Edward H. Weiss & Co., Chi- 
cago . . . William Finkle, v.p. at 
Ritter. Sanford, Price & Chalek, New 
York. 



As the new year got under way, 
film companies last week un- 
derwent a number of forward- 
looking expansions and reor- 
ganizations to face some of the 
problems of the coming months. 
Two of these moves were: 

• ITC named three division man- 
agers to its syndication sales staff: 
Lee Cannon in the midwest, Alton 
Whitehouse in the southeast and Len 
Warager in the northeast, all report- 
ing to general syndication sales chief 
Hardie Frieberg. ITC also put on 
two additional members of its New 
York staff. Jack Kelley and George 
Stanford. 

• ISTA named David Melamed to 
be v.p. in charge of business affairs. 

Programing: Screen Geins has ac- 
quired tv rights to properties of 
James Thurber to produce The Secret 
Life of James Thurber. Arthur 
O'Connell with a female lead to be 
announced . . . producer W. Lee 
Wilder left Hollywood last week to 
scout locations for filming The Ad- 
ventures of Marco Polo to be distrib- 
uted by Interstate TV . . . Partly as 
a result of a survey that there are 
35 million bridge players in the U.S., 
Walter Schwimmer will produce 
Championship Bridge, which like 
Schwimmer's former programs of 
other recreations, will involve com- 
petition of two teams plus substan- 
tial prizes for the winners . . . Also 
developing in Chicago were produc- 
er Max Cooper's plans to tape base- 
ball in Havana during the winter 
and syndicate it in the U. S.; Cooper 
points out that there is no other base- 
ball in U. S. during the winter and 
that many U. S. major league names 
are involved with Havana teams. 
Winter Tv Baseball will be a nine- 
inning game edited down to one hour. 

Transfer news: Shareholders of 
National Theaters voted in favor of 



a proposal to acquire a controllin, 
interest in National Telefilm As 
soeiates. 

Miseellany: Miehael M. Sillei 
man, president of Gross-Krasne-Sil 
lerman, will speak before the Holh 
wood Ad Club on 19 January on h< 
to merchandise tv programs . . . Zi 1 
has prepared a special kit for seconf 
year sponsors of Sea Hunt . . . Pai 
ticipants in ceremonies to mark thj 
opening of a San Francisco office * 
Bandelier Films included Maya 
George Christopher of San Francisc * 
and City Commissioner Maurice San] 
chez of Albuquerque, N. M. . . . Hei 
man Edel has been appointed execil 
tive v.p. of Music Makers, Inc. I 

Sales: New regional buys on ZivB 
Cisco Kid include Dan-Dee market j 
Eddy Bakeries division of Gener; , 
Baking, Piggley Wiggly superma 
kets, and Interstate Baking ... A I 
mour Meats and P. Ballantine to cM 
sponsor Bold Venture on WRCV-T\ 
Philadelphia . . . UAA sold Warm , 
Brothers features to 12 stations. Poj , 
eye cartoons to 6 stations and mar . 
other sales in the first w T eek of 195' f 



Like CBS TV, NBC TV has pi 
an end to the "must-buy" coi 
cept. 

The old system which required tl 
purchase of all 57 basic stations h 
been replaced by this policy : 

Orders will be acceptable if 
lineup includes stations totalling 
least $95,000 in nighttime hou 
rates, or stations with $42,500 
hourly rates for Class C time. ■ 

The above amounts are, respectiv 1 
ly, 74.6'^ of the present Class A ra 
and 66.8% of the present C rate f< 
the full NBC TV network of 2( 



Progii 

for its 



additi 
Corp. 



lining notes: P. Lorillar I 
Old Gold Straights, renewj 
Riders, via ABC TV, for M 
mal 26 weeks . . . Greyhour 1 
(Grey Advertising) will spol 
vo Jack Benny specials th 
, via CBS TV . . . Continent 
jom, NBC TV's early a.i 
: credit course, will begin \ 
tv semester next month, bast 
mic physics. 
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[tation resignation: WTAG, 
Wcester, Mass., from its nflilia- 
ion with CBS Radio. 

WTAC, in a letter to the network, 
aid: "We consider the barter plan 
ontrary to our concepts of responsi- 
ve broadcasting. We feel we have 
o right to trade away control of the 
tation's policies, programs, or prices, 
re also have no desire to do so." 

Lwork affiliations: To ABC Ra- 
tio, KOME, Tulsa ... To the Key- 
tone Broadcasting System: 
:BVR, Soda Springs. Idaho; WLDS. I 
acksonville, III.; WHLT, Huntmg- 
I, lnd.; WDOE, Dunkirk, N. Y.; 
i r LS13, Copperhill. Tenn.; KBCS. 
wand Prairie, Tex.; and KRSC. 
Ithello, Wash. 

In the personnel front: Albert 
.'apstaff, appointed director of NBC 
adio network programs, succeeding 
ferry Danzig, who v. p., partieipat- 
Lg programs, NBC TV . . . John 
Lynch, to assistant director of pub- 
e affairs, CBS News . . . James 
habile, to head talent and program 
lintract administration for NBC . . . 
lohn Downey, to the program de- 
artment of the CBS TV stations. 



RADIO STATIONS 



Testinghouse Broadcasting Co/s i 
Ion McGannon last week warned 
feme 700 sales executives against 
I'tting the modern complexities 
If sales planning allow them to 
lecome "desk-bound, or confer- 

nce happy." 

I The occasion was a Sales Execu- 
tes luncheon of the New England 
feles Management Conference in 

McGannon urged his listeners to 
■ep their eyes more on the sales 
motion, adding "we are involved in 

|» much planning that we are likely 

I forget the doing." 

'CRB, Boston, has bowed to the 
AB radio code and discontinued its 

Lird liquor advertising. 

I The station was in the middle of a 

[p-week contract with the distributors 

I Nuyens Vodka. 

leas at work: 
[I • Trying to break the record : 
iter Tripp, d.j. on WMGM, New 





TAILOR MADE 
FOR NATIONAL 
TELEVISION 
ADVERTISERS! 



CKLW-TV is the one Detroit Area television station 
"ready made" for the national Spot Advertiser who cannot be 
troubled by network clearances and who needs prime time 
for his message. This, coupled with more impressions, more total 
homes, more rating points for the advertiser's dollar 
makes channel 9 the most efficient and economical 
buy in the nation's fifth market. 
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Problem Solved 
by a Timebuyer 

7£ 




Joe's problem was spot cost- 
per-thousand. Too high, said 
the client. 




Competitive markets made 
saturation tough, ratings low. 



Take a look, said Blair TV 
Associates, at the WCTV 
market. He looked and 
pondered. 



Joe found 122,080 hoi 
largely unduplicated, (NCS 
#3) 




. . . and married the client's 
daughter and lived wealthily 
ever after. 



WCTV 



for Norlh Fla. and South Ga. 

John H. Phipps 
Broadcasting Stations 



York, begins his stay-awake mara- 
thon this week, for the March of 
Dimes campaign. He will broadcast 
from a glass-enclosed building on 
Times Square, and attempt to break 
the stay-awake record of seven days, 
19 hours. While designed to raise 
funds, this marathon will be observed 
by scientists studying "Sleep Dep- 
rivation" in connection with missile 
travel. 

• KXOK, St. Louis, held a few 
contests this month: A top 30 letter 
writing contest, where listeners were 
to make up a letter using only the 
titles of the top 30 tunes; a best 
snowman contest, and one for the 
best drawing of "Alvin," star of "The 
Chipmunk Song." 

• Another rescuer for Tom Dooley: 
KOMA, Oklahoma City, concluded 
its recent human interest campaign 
by petitioning for, and receiving a 
reprieve for Dooley from the state of 
Oklahoma — with the signatures of 
thousands of listeners. 

• KGW, Portland, is promoting 
its new "sound" and personalities via 
on-the-air giveaways amounting to 
$1,000 per day. Theme of promo- 
tion: "Sound 62, 4th Dimension 
Radio." 

• They're not taking any chances: 
WPEN, Philadelphia, has set up a 
pre-monitor system for its two-way 
phone conversation between the lis- 
teners and station personalities. The 
system delays transmission over the 
air by seven seconds, so that unwant- 
ed remarks could be deleted. 

• On the news beat front: When 
K-INUZ, Houston, received news of 
Russia's launching a satellite, it 

I placed a transatlantic phone call to 
Moscow radio news, contacted a news 
man there, and taped an interview — 

I then put it on the air, and gave the 
story to UPI. 

• Another transatlantic call: 

i WCKR, Miami, for a commercial' 
for the Florida State Theatres, called 

I the British picture producer of "A 
Night To Remember," and discussed 
the film with him, thus adding to the 

| peak crowds that went to see the 



Station staffers: VanBuren De 
Vries, v.p. of the Transcontinental 
Tv Corp., named general manager of 
WGR, Buffalo . . . Boone Nevin, to 
general manager of WHBQ, Mem- 
phis . . . Mort Silverman, general 
manager of WJBO & WBRL-FM, 



Baton Rouge . . . Harold Waddell, I 
named general manager of WKBZ, 1 
Muskegon, Mich. . . . Joseph Knose, 1. 
to local sales manager for WKJG, Ft. 1 
Wayne . . . Edward Neibling, to I 
local sales manager and Bud Makin- I 
ster, to the news staff at KTUL,I 
Tulsa . . . George Cromwell, pro- I 
gram director, KFBI, Wichita. 



TV STATIONS 



WTVT, Tampa, claims that two I 
of its staff newsmen-cameramen I 
were the first — and that includes 1 
networks — to get into Cuba f ol- 1 
lowing Batista's overthrow. 

Also, that these newsmen, Earl I 
Wells and Marion Scott, were the first I 
to get exclusive interviews with Fidel I 
Castro and provisional president 1 
Manuel Urritia Lleo. 

They got in by flying behind a 
rebel officer's plane out of Key West. I 

Ideas at work : 

• In search of identification: 
WTIC-TV, Hartford, is offering a I 
Rambler station wagon and $1,000 in I 
cash prizes for its "Station Identifica- | 
tion" contest. The idea: viewers are, 
asked to submit an identification in-i 
corporating call letters, channel num-' J 
ber, CBS TV affiliation, station loca-j 
tion, a symbol of the station's cover-j t 
age area and a slogan — all adaptable' I 
for use as a station identification] 
slide. 

• It's a myth: KETV, Omaha. iJ 
asking viewers to find a mythical; 
name for a mythical monster tenta-|l 
tively dubbed "Father of the Thing.'jl 
This is part of a promotion for the 
station's showing of the movie, "Thej 
Thing." The winner will be brought 
to the station to meet the monster. , I 

• WJCU-TV, Erie, Pa., had a girl) 
dressed in a football outfit, paradel 
the city streets to call attention to its 
NBC Football line-up. 

• WFBM-TV, Indianapolis, orig 
inated what it calls, the first coverage 
in the history of the opening of lnj 
diana's General Assembly. Both tM 
radio and tv outlets fed the coverage 
to 10 other Indiana radio stationf* 
and four tv stations. 

Call letters change: for Triangle'jfl 

station in the Lebanon-York-Han^ I 
burg area, from WLBR-TV t<A 
WLYH-TV. 

(Please turn to page 78) 
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IDEOTAPE 



DYNAMIC 
NEW DIMENSION 
IN TV ADVERTISING 



However you measure it — quality, convenience or 
economy — tape adds new dimensions to television 
advertising, and for at least 9 good/reasons: 

TAPE OFFERS THE ADVANTAGES OF LIVE TV 

• Use of popular local personalities 

• Conveys a sense of immediacy 

• Permits last minute copy changes 



PLUS THE ADVANTAGES OF FILM 

• Perfect performance every time 

• Accuracy of the sponsor's message 

• Identical commercials in all markets 

AND THE ADVANTAGES ONLY TAPE CAN OFFER 

• Immediate viewing of the recording 

• Erasability and re-usability 

• Change audio without affecting video 




I 



REDWOOD CITY, CALIFORN 



VIDEOTAPE 

! vy 



CORPORA 



professional 
products division 
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WRAP-UP 

{Cont'd from page 76.) 

Thisa 'n' data: VIS-TV, Colum- 
bia. S. C. has the head of the mar- 
keting department at the Lnnersity 
of S. C. directing a survey of the 
area, to be sent to advertisers and 
ueir agencies . . . KTTV, Los An- 
geles, says it was the tv sweepstakes 
winner in the Tournament of Roses 
Parade New Year's Dav. capturing a 
first in the ratings race! 

On the personnel front: D. A. 
Noel, named general manager of 
WHBQ-TV, Memphis . . . Clavul 
O'Shields, to general manager of 

WECT, Wilmington. X. C Rich- 

aril Foerster, to sale? manager of 
WISN-TV, Milwaukee . . . Alvin 
Flanagan, elected v.p. and general 
manager of KCOP Tv Corp.. Los An- 
geles . . . George Freeman, to news 
director of WNBF-AM-FM & TV, 
Binghamtou, N. Y. . . . Paul Mills 
has resigned as Midwest tv sales man- 
ager in Westinghouse Broadcasting 
Co.'s Chicago office. ^ 



SPOT TV STAR 

(Cont'd from page 33) 

Soon Burrud knew some facts he 
might brush up against: the usual 
practice in the jam and jell) business 
is an advertising allowance to stores 
for a mention in their advertising. 
Mar) Ellen's was offering a 52-week 
campaign instead with a case allow- 
ance for point-of-sale displays. 

Fortunately, Los Angeles was the 
practice territory. That was where a 
26-week tv test (with a local travel 
adventure package, Wonders of the 
World) had saved Mary Ellen's dis- 
tribution and made good friends of 
the very chains that were threatening 
to drop the brand. 

But during the test all deals, coop- 
erative advertising, in-store promo- 
tions were eliminated so that all sales 
would reflect tv advertising alone. 

Now it was an all-out push for in- 
store support. 

The average number of calls was 
four to five a day. But Whitehead re- 
ports that in Salt Lake six out of 10 
new accounts were opened in one day 
as a result of the four-way pitch. 

Elsewhere, the biggest coup was an 



initial order of 2,750 eases from one 
of the largest chains, hitherto a non- 
Mary Ellen's distributor. ^ 



CHAM PALE 

[Cont'd from page 36 1 

is limited to brewery products," 
Hertzberg says. "We saw a golden 
opportunity for Champale to exert its 
glamour appeal. So copy was direct- 
ed to the tavern crowd: 'the perfect 
drink for your evening out'. Our 
heaviest merchandising in these states 
was to taverns." 

Economy was the keynote in New 
York City at the start. At first, the 
schedule was confined to Negro sta- 
tions. In 1955. a music and news 
station was added with a conviviality 
and party aspect featured. Feelers to 
the Spanish market went out with a 
schedule on a Spanish-language sta- 
tion. It is now part of the over-all 
schedule. Late last year, WQXR was 
added to the list. Even the classical 
music listener, it was reasoned, could 
be reached with an economy story if 
this becomes one of the many "spe- 
cial" benefits of the product. 

Standard to all copy is the empha- 
sis on stemmed glasses, the economy 

more and more, the young married 
market. No single copy slant is ever 
pushed too far, stresses account super- 
visor Sanford L. Hirschberg. Don- 
er and Peck executive v.p. He cites 
the "party corner" as one trap to be 
avoided in order to keep the appeal 
as broad as possible to the specific 
targets at which Champale aims. 

A jingle was devised as a linking 
device in 1956 by Peck (which 
merged with W. B. Doner and Co. 
in September, '58). The 20-second 
jingle is used as standard intro for a 
60-second spot, the favored length. 

Rapid change of pace will also sug- 
gest new and varied uses. The ac- 
count's creative director Mike Reese 
cites a recent example: Christmas 
copy was pulled on all stations on 25 
December and a single piece of "toast- 
the-\ew Year" copy substituted in 
all markets for five days (26-31 De- 
cember I . 

"Ratings become particularly sig- 
nificant when your buys are pin- 
pointed to this extent," says Hirsch- 
berg. "Since we know what market 
we're after, ratings within specific 



groups become more meaningful. We 
can shift schedules on a station itself 
to take advantage of better ratings." 

Another reason for shifting sched- 
ules on a station, according to Cham- 
pale admen, is to reach different in- 1 
dividuals in the same audience group. 
"You can exhaust a nighttime audi- 
ence, on a specialized station particu- 
larly," notes Champale's Benjamin 
Hertzberg, "when virtually the same 
tastes are being overlooked in the 
afternoon. Capturing a new group in 
the same audience can only be acJ 
complished in a broadcast medium." 

"Saturation" is accomplished in an 
unusual way when markets are ad- 
jacent and tastes are similar. A.e. 
David A. Neuman points to a recent 
Baltimore- Washington campaign. A 
Negro-appeal station in Washington, 
a Negro-appeal and music-and-news 
station in Baltimore were bought with 
schedules that dovetailed. Result of 
a six-months test was a 207o distribJ 
tion increase in the area. 

"We never advertise for less than 
six months in a market," says Hertz- 
berg. "We may shift the schedules 

find new members in the same audi- 
ence. But we rarely pull advertising 
till it's had a chance to take hold 
and show a distribution gain." i 

Following this pattern, Champale 
has expanded its distribution from 31 
to 10 states, its distributors from 300 
to 400 in four years. 

Because the product "concept" is 
so important, a brewery representa- 
tive works in a new territory from 
the beginning, educating the distribu- 
tor and the sales force. 

Hertzberg was no stranger to broad- 
cast advertising when he launched 
Champale in the medium in 1954. 
Metropolis Brewery, founded in 1932 
by his father, Louis Hertzberg, als 
produces Regent Beer which uses rai 
dio and tv in Norfolk, Va. 

The Hertzbergs, including Benja 
min's brother Abraham, also own Naj 
tional Brewery. Ltd. in Nathanya. Is 
rael and Old Dutch Brewery, Soutli 
Africa, Ltd. in Johannesburg. 

Size of the Hertzberg's overseas op 
eration can be roughly deduced froiri 
the fact that in 1954, 25,000 cases ol 
Abir brand beer were brought frorr 
Israel for sale through Champale'' 
distributors throughout the U.S. Thi 
is reportedly the largest single ship: 
ment of imported beer ever brough' 
into this country. ^ 



SPONSOR • 17 JANUARY 195! 



PERSONALITY 
PROGRAMMING 

KHJ-TV with its outstanding new 
roster of live personalities is chang- 
ing the television buying and view- 
ing habits of Southern California. 

Such nationally known names as 
Oscar Levant, Don Sherwood and 
John J. Anthony plus such popular 
Los Angeles names as John Willis, 
Walker Edmiston and "Engineer 
Bill" Stulla are selling more prod- 
uct for more advertisers than ever 
before. Why? Because these per- 
sonalities are live and local ... 
Southern Calif ornians know them 
and respond to their recommenda- 
tions in a way that makes cash reg- 
isters ring as never before. 

When buying Los Angeles televi- 
sion, take advantage of the phe- 
nomenal selling "plus" that comes 
with Personality Programming . . . 
on the Los Angeles station with 
.more live television personalities 
than any either. 

KHJ^TV 

LOS ANGELES 




Represented by H-R Television, Inc. 



SPONSOR ASKS 

(Cont'd from page 45) 

daily with a circulation of approxi- 
mately 500.000. Now compare what 
the cost of a full page will buy and 
what the same money will buy on 13. 
The page could cost approximately 
$3500 and would reach (according to 
Starch) about 40% of the paper's 
1,000,000 readers or 400,000 people. 

Thirty-five hundred dollars would 
buy roughly 25 one-minute spots on 
WNTA-TV and. with an average rat- 
ing of just 3.0. we reach 135,000 
homes per spot for a total of 3,375,- 
000 homes. This is 17 times more 
reach than the newspaper gives. 

To magnify the comparison fur- 
ther, S3.500 would huy 140 I.D.'s on 
our R.O.S. Plan (just to make a 
point, not that we'd sell that many to 
one advertiser) giving the advertiser 
a staggering total of 38.000,000 im- 
pressions. Putting it another way, a 
dollar buys 10,800 people on our tv 
station whereas a dollar buys a total 
of 114 people in the newspaper. Com- 
parison? Hah! There just ain't any. 



of Texas. It has over twice the num- 
ber of tv sets as the total combined 
circulation of all three daily papers. 
Television is also more versatile, time- 
ly, and reaches more people. 

In summary, television and radio 
cost-per-1,000 is so low, compared 
with any other media in the Rio 
Grande Valley, that it makes selling 
against newspapers purely economic 
— we give more for less! 

William L. Putnam, pres. and general 
mgr., Springfield Television Bdcstg. Co. 
(WWLP, Springfield, WRLP, Greenfield, 
WWOR-TV, Worcester, Mass.) 



Harry Mooradian, 

I ager, KGBT & KGBT -TV, Harlingen, Texas 
The best way I can think of to sell 
against newspapers is to completely 
ignore them and pitch all of your 
own media advantages, giving strong 
points where only television can qual- 
ify, or in the case of radio, where 
only radio can qualify. 

Radio has many advantages over 
newspapers, such as: a personally 

j delivered message which is alive; it 
has inflection, action, sound and au- 
thoritativeness when done by that 
favorite local personality. Only the 
sponsor's message can be heard at 
any one time. Changes can be made 
as easily as the weather and where 
or how else can an on-the-spot broad- 





cast be done as easily and as uncom- 
plicated as with radio! 

Television has many advantages 
over newspaper, especially in my par- 
ticular area, the Rio Grande Valley 



Not having the good fortune to op*I 
erate in a city in which the newspa- 
pers and the tv stations get along 
amicably, we sell hard and fast 
against our local press and, believe 
me, its a cinch. 

All of the newspapers in the Con- 
necticut Valley, our viewing area, are 
linked in common ownership with 
our local competition and consequent- 
ly the use of either my name, the 
WWLP call letters or absolutely any! 
thing to do with the station from a 
promotion or personality standpoint 
is strictly verboten . . . and I mean 
verboten. 

The local newspaper monopoly has 
helped rather than hindered us be- 
cause of the ridiculous nature of 
their editorial policies and their ef- 
forts to harm our operation during 
its early stages. Due to our continu- 
ing campaign to provide top live pro- 
grams concerning the growth of the 
community and the importance of the 
various local industries that make our 
economy workable, the businessmen 
and the viewing audience in our area 
know that they will get accurate and 
unbiased news, expert weather fore- 
casts, friendly interviews of interest 
to the community, editorials that the 
community have a voice in, etc. 

We feel that we sell better, pro- 
gram better, and get to the people 
better than any other medium in the! 
Connecticut River Valley. Our adver- 
tisers think so, too. 
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KOSI put the 
DARNDEST SOCK 
in Denver Radio 



KOSI's well-rounded sound appeals to every 
member of the family . . . keeps KOSI's huge 
adult listening audience on a continuous buying 
spree in Dsnver. No double spotting assures 



Take advantage of the 10% combination d 
count when you buy both KOBY and KOSI. 



KOSI 



5000 Watts 
Denver is 

KOSI-Iand! 



See Your Petry Man 

ville. Miss. 





Tv and radio 
NEWSMAKERS 



George Chatfield, formerly executive v. p. 
of William Esty Co., has joined Benton & 
Bowles as senior v. p. and member of the 
board of directors and plans board, accord- 
ing to an announcement by B&B president. 
Robert Lusk. A veteran of 19 years (1928- 
47) with Lever Bros., Chatfield had been 
with Esty since 1952, where he supervised 
the Colgate, Sun Oil, Chesebrough Ponds 
he was associated with Kenyon & Eekhardt, 
and plans board member from 1947 to 1950. 



Lloyd B. Taft has been named general 
manager of WBRC, Birmingham, Ala. He 
was formerly in management and sales at 
WTVN, Columbus. 0. Both stations are 
owned by Radio Cincinnati. Taft, son of 
the late Sen. Robert Taft, and grandson of 
the late president William Howard Taft, is 
a graduate of Taft School and Yale Uni- 
versity. Prior to joining Radio Cincinnati, 
he was executive v. p. of the Cincinnati Time 
tion, Taft succeeds R. Bcvington, who move 




■Star. In his new posi- 
to WKRC, Cincinnati. 




S. B. Tremble has been appointed station 
manager of KCM0-TV, Kansas City. He 
has heen with the station since 1946, start- 
ing there as program director for KCM0 
radio. When Channel 5 went on the air in 
1953, Tremble was named program direc- 
tor of the tv station. In March, 1954, he 
^^^/t^F*' /** was promoted to commercial manager. Also 

f^H9^ MJM* appointed, was Richard W. Evans. He 
becomes station manager of KCM0. KCM0-AM, TV & FM and 
Muzak, are affiliated with the Meredith Publishing Co., Des Moines. 



Edward J. Hennessy has been appointed 
gen. sales manager of WAVY-TV, Norfolk- 
Portsmouth. His radio/tv career began 14 
>cars ago, as sports announcer, for WRBL, 
Columbus, Ga. After three years, he moved 
to WGBA, Columbus as radio sales man- 
ager. Henncssy's first tv experience was as 
gen. sales manager of WTVM, Columbus. 
In 1954, he went to West Palm Beach, 
where he helped put WEAT-TV 
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V A: 



TAMPA - 
ST. PETERSBURG 

...market on the move! 

/. / / v\ ... " ! ' 



if* 




Under the $22,000,000 Sunshine Skyway pass huge tan 
that supply fuel oil to TAMPA - ST. PETERSBURG industrial 
locations . . . as industry, in turn, routes truck fleets of 
products across the Skyway — out of the MARKET ON THE 
MOVE to points throughout Florida and the nation 

The fabulous Sunshine Skyway . . . oyer 15 miles of 
bridge and causeway connecting the Tampa Bay area with" 
South Florida . ... signifies another giant step forward. in 
the MARKET ON THE MOVE —TAMPA - ST. PETERSBURG. 

And in the heart of this vibrant, active* market is the 
station on the move — WTVT— first in total share of audi- 
ence* with 30 of the top 50 programs.* WTVT, with highest- 
rated CBS and local shows, blankets and penetrates the 
MARKET ON THE MOVE . . .'TAMPA - ST. PETERSBURG. 



Station on the move . . . 



TAMPA - ST. PETERSBURG 



Channel 13 



The WKY Television System/lnc. WKY-TV WHY- RADIO WSFA-TV 

Oklahoma City Oklahoma City Montgomery 



SPONSOR 
^ SPEAKS 

The Role of the Station Representative 

Agency men and advertising managers, especially those 
who are not directly concerned with time buying, will do well 
to re-read and ponder the article in last week's sponsor titled 
"How stations rate 'rep' services." 

Outside of agency media departments, too little is known 
in the advertising world of the many types of services per- 
formed by the national representatives of radio and tv stations. 

These services (a recent sponsor survey showed no less 
than 42 of them, in addition to straight selling) frequently 
enable a representative to make valuable contributions to the 
advertising and marketing of almost any type of product. 

Because, today, he works so closely with his station clients, 
the station representative has a far more detailed and thor- 
ough knowledge of markets and regional conditions than he 
ever had in years past. 

To account men, marketing men, and advertising managers, 
as well as to the time buyers and media directors with whom 
he is in more constant contact, he can be a source of much 
valuable help. 

One penalty of leadership 

This past week we talked with the tv networks about the re- 
actions of drug advertisers to the new NAB code ban on por- 
traying doctors in tv commercials. 

According to network officials, the principal complaint by 
these advertisers was that tv had set up a code that was 
"stricter than that of magazines or newspapers." 

This is undoubtedly true. Despite the many complaints 
about tv commercials, the faet is that the industry's standards 
are higher than those of 95% of all the print media. 

We believe that this difference in standards is entirely 
right, and entirely justified. It is not merely a penalty of 
leadership, but a frank admission that tv's power is far more 
personal and immediate than that of the printed page. 

THIS WE FIGHT FOR: /] recognition by the 
tv industry that, as America's No. 1 national 
medium, it must now assume the burden for ad- 
vertising statesmanship, that ivas once held by 
the nemspapers and later by the magazines. 




lO-SECOND SPOTS I 

Bedlam: A subscription to sponsor I 
from an adman came in carefully I 
filled out with name, agency and ad- j 
dress. Only discordant note was what 1 
the adman had written on the line I 
designating his department: "Psycho I 
Ward." 

Pilgrims' Progress: H-R Reps' Frank I 
Pellegrin and family made a "pil- 
grimage" to Ireland, highlights of I 
which his children reported diary- | 
style in a 12-page printed brochure. 
Among the more illuminating pas- 
sages was this one on Blarney Castle 
by 11-year-old Danny Pellegrin: "We 
have explored Blanary Castle which 
is a mess of passages." 

Too much: WKY. Oklahoma City, 
inaugurates a new daily series, Serv- 
ice for Salesmen. According to d 
WKY release, "This public service 
feature will permit wives of Travel- 
ing Salesmen to reach their husbands 
with emergency messages." Sounds 
more like a disservice to us. 

Tv freeze: A recent letter from a« 
ad agency media department to 
sponsor Reader's Service requested 
the total population, average number 
of persons per tv home, and estimated 
number of tv sets for Greenland. A' 
doubt trying to figure Cost-per-Igloo. 

Delayed action: Card received al 
Christmas by an agencyman from a 
station — "It isn't everyone who cm 
enjoy Christinas Day twice during 
the same season, but this year yol 
can. Because of its very special fea 
tures, the Gift which we selected fo( 
you is still in the process of bein« 
manufactured . . ." Do your Christ 
mas shopping earlier. 

Blend: A tv news program endd 
with these words, "The dogs brok* 
away and raced crazily through ill 
field of tobacco." Came the commer-S 
cial: "Does your cigarette taste dif 
ferent lately?" — Charles V. Mathis. I 

Erudite: In promoting its animateH 

commercials service, Gene Deitch AsM 
sociates, New York, has taken V I 
parodies on a print ad campaign— I 
"Great Ideas of the Western World.' I 
Sample thought: "People are pretq I 
much the same the world over; yoti ■ 
can sell them all corn flakes." 
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C^iriq into I 95 g 

^ f WITH THIS EXCITING, BIG , 

W/m G/Rt Contest 

3 



VACATION TRIPS T« 

LAS VEGAS or NEW YORr 

^ First Prizes in ^ Separate Contests — Q Winner 




WIN A LUXURY VACAT\ 

. ..in the City or in the Sun - 

A FULL WEEK AWAY FOR REST AND 

NEW YORK 



JUDGES: 

UOYD GRIFFIN, 
CLIFF BRATTEN, / 
DON DAVIS, Pre; 



it & Varnish Ca 



-A full v 

Your vacation includes round-trip 
tation by oir, wonderful meols, ond deluxe occommodatior 
Hotel New Yorker in midtown Manhotton. 

OR 

—Plush ploying for 7 debilitating dcj.d 
fabulous Desert Inn, with oil of yo( m 
drinks, golf and pool privileges "on the house." Vacation « 
round-trip transportation by air 



LAS VEGAS 



In Kansas CM the Swin a * to K M B C "TV 



DON DAVIS, President 
JOHN SCHILLING, EKecutive Vi (1 
GEORGE HIGGINS, Vice Pres. (aK 
« GREINER, Manager of wM 



Kansas City's Most Popular and Most Powerful TV Station 

j Radio, it's KMBCcV Kansas City— KFRM^ the State of Kansas 1 



